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The  American  Press  Institute’s 
2008  lineup  of  seminars  is 
designed  with  one  goal:  to 
help  transform  newspaper 
organizations  so  they  can 
capitalize  on  new  opportunities 
and  chart  profitable  new  growth. 
Here  are  some  of  the  highlights. 
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Building  the  New  Revenue  Portfolio 

Learn  how  to  develop  an  integrated  cross-media 
plan  that  creates  new  revenue  beyond  advertising 
-from  databases,  lead  generation  campaigns 
and  local  paid-search  advertising  to  self-service 
channels,  behavioral  targeting,  and  e-mail  and 
direct  marketing. 

Transforming  the  Circulation 
Department 

Audience  development  is  not  just  single-copy  and 
subscription  sales.  It  must  build  user  engage¬ 
ment  across  all  products  and  platforms.  Find  out 
how  to  establish  audience  development  as  a  core 
competency  that  will  grow  share  and  help  your 
organization  to  thrive  in  this  brave  new  world. 

Transforming  the  Organization 

How  can  newspaper  organizations  transform 
themselves  into  customer-centric,  multi-product 
portfolio  organizations?  Prepare  to  put  everything 
under  a  microscope  -  from  department  struc¬ 
tures  and  job  descriptions  to  compensation  and 
reward  systems  -  and  go  home  ready  to  start 
the  revolution. 

Leading  the  24/7  Newsroom 

Find  out  about  the  critical  issues  involved  in 
the  transition  to  full  multimedia  storytelling  and 
audience  engagement.  Plan  on  taking  home  a 
roadmap  for  transition  that  charts  everything 
from  setting  strategic  priorities  to  refining  day-to- 
day  logistics. 


Magazine  Publishing 

Whether  you’re  trying  to  reach  fashionistas  or  the 
family  down  the  street,  specialty  magazines  are 
valuable  assets  to  your  print  and  Web  portfolio. 
From  smart  design  to  rich  interactive  elements, 
find  out  how  savvy  magazine  publishers  identify 
and  reach  targeted  new  audiences  and  generate 
new  revenue. 

The  Third  Screen:  Maximizing  Mobile 

The  “why"  of  mobile  and  “how”  to  make  it  an 
integral  part  of  your  content,  revenue  and  mar¬ 
keting  mix.  Discover  how  other  businesses 
leverage  this  application  to  grow  audience, 
revenue  and  brand  engagement. 

Newspaper  Next  2.0 

API’s  groundbreaking  Newspaper  Next  Blueprint 
for  Transformation  provides  powerful  ways  to 
see  opportunities  at  a  time  of  unprecedented 
change.  Get  ready  for  N‘  2.0,  which  will  focus  on 
new  solutions  for  current  and  potential  business 
customers  that  offer  non-traditional  revenue 
opportunities  across  all  platforms. 

Strategic  Leadership: 

Making  Radical  Change  Happen 

For  the  most  senior  decision-makers  in  media 
organizations,  this  seminar  shows  how  to  unlearn 
institutional  timidity,  how  to  strengthen  tolerance 
for  intelligent  risk,  and  how  to  use  entrepre¬ 
neurial  instinct  to  develop  a  radical  plan  for 
growth.  Faculty  features  all-star  professors  from 
Kellogg  School  of  Management  at  Northwestern 
University,  one  of  the  finest  business  schools  in 
North  America. 


11690  Sunrise  Valley  Drive 
Resfon,  VA  20191-1498 
www.americanpressinstitute.org 


Check  out  API’s  full  2008  schedule  at  www.americanpressinstitute.org, 
or  look  for  a  brochure  on  your  desk  soon.  Come  to  API  in  2008,  and  go 
home  ready  to  lead  the  revolution. 
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Newspaper 
e.xecs  submitted,  the  judges  voted  — 
and  now  we  profile  the  seven  talented 
individuals  receiving  this  year’s  honors. 
Plus,  a  salute  to  the  late  IGm  Foster 
of  The  Miami  Herald . 22 


DEPARTMENTS 


IKUUbLtm  KIVtK  UllltbTwo 

major  metros  in  Minneapolis  have 
been  sold  (one  twice).  One  publisher 
jumped  ship  for  his  competitor.  Now 
with  wide  cutbacks  and  a  pending  law¬ 
suit,  can  both  papers  survive?  . . .  46 


There’s  a  lot  more  to  your  Editor 
&  Publisher  subscription  than 
paper  and  ink!  As  a  subscriber 
you  can  go  online  for  premium  content 
—  at  no  additional  cost. 

This  is  just  some  of  the  valuable 
information  you  can  get  every  day  at 
our  redesigned  and  expanded  Web  site, 
now  averaging  two  million  page  views 
per  month,  www.editorandpublisher.com: 


THE  ‘A’  SECTION 


Handle  with  Care  The  PRESSING  ISSUES  Greg  Mitchell 

Oklahoman  continues  a  tradition  of  looks  at  a  book  exploring  the  origins  of 
sending  “care  packages”  to  newsrooms  newspaper  titles  like  “Picav-une”  . .  20 
covering  local  tragedies . 6 

„  ....  E&P  TECHNICAL  In  Delaware,  efforts 

Maine  story  How  The  Courier-  ^  j 

„  1  u-  u  -..u  to  ma.\imize  pnntmg  productivity- 

GurcWc  scooped  the  big  bovs  with  news  ,  r  °  •  .  '  -q 

„  1  ■  Q  while  minimizing  tootpnnt . oo 

on  a  Supreme  Court  Justice . 8  ®  ^ 

Happy  Days  Gav  papers  are  SYNDICATES  As  newspaper  comics 

enjoving  success  in  ad  categories  polls  move  from  print  to  online,  the  ^ 

where  metro  dailies  see  losses . 9  results  can  often  be  affected . 65 

Turn  up  the  Music  The5an  THE  DATA  PAGE  Check  out  the  top  10 

Diego  Union-Tribune  sees  a  bright  online  newspaper  markets  . 68 

future  in  online  radio  stations - 11 

,  ,  BEST  DF  THE  WEB  Online  Editor 

Listen  In  Newspaper  reports  Millard’s  top  picks  . 69 

via  audio  begin  to  catch  on . 11 

PriCECHECK  Software  company  The  saga  in  Minneapolis  is  a  sign 

helps  WSJ.com  monetize  traffic  . .  12  nastier  battles  to  come . 70 

Photo  of  the  Month  ...13  Classifieds  after  page  64 


•  Breaking  news  updated  hourly,  as  it 
happens,  on  our  main  page  and  in  six 
easy-to-access  mini-sites  (Business, 
Newsroom,  Advertising/Circulation, 
Technology,  Online,  Syndicates). 

•  Web-only  columns  by  E&P  regulars 
and  guest  columnists. 

•  E&P’s  expanded  classifieds  to  help 
you  find  your  next  job  in  the 
newspaper  industry. 

•  NewsPeople:  Personnel  shifts 
as  they  happen  daily. 

•  Photo  of  the  Week. 

•  Newslinks:  Latest  news  from 
other  sites. 

•  Special  newsletters,  directories 
and  other  resources. 

•  Early  access  to  current  print  edition. 


Subscribers:  Activate  your 
account  now.  Just  log  on  and  go  to 
wvm.editorandpublisher.com/activate 


^^BDOESDSi  Clockwise  from  top  left:  Kkith  Pierce.  Detroit  Media  Partnership 
(Amy  Leang/Oefro/f  free  Aesj);  RiCK  BURMAN.  Adirondack  Ekiily  Enterprise.  Lake  Saranac  N  Y 
(Lou  Reuter/Arf/ro/Kfae*  Daily  [nterprise)-,  Bernie  Szachara.  Democrat  and  Chronicle.  Rochester  NY 
(Annette  Lein/Oemocrat  and  Chronicle)-,  Peg  Sc  H  M  ITZ.  The  Gazette.  Odar  Rapids.  Iowa  (Mark  Tade) 

Ray  Maly.  The  Times-Picayune.  New  Orleans,  La  (Troy  Waytynen/T/ie  Columbian.  Vancouver.  Wash); 
W’lLLlAM  King.  The  Island  Packet.  The  Beaufort  Gazette.  Bluftton.SC.  Dh\S6n  Cooie/The  Island  Packet), 
Kris  Smith.  Rmkford  (IW.)  Register  Star  (Alan  [Mn/Pockford  Repster  Star) 
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LETTERS 


THE  WRITE  way! 

E&P  -welcomes  letters.  E-mail  to  letters@ 
editorandpublisher.com,  fax  to  (646) 
654-5370,  or  write  to  “Letters,”  EdLiXor 
&  Publisher,  770  Broadway,  New  York, 
j  Ni' 10003.  Please  include  name,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


LEAVING  NO ‘ALTERNATIVE' 

The  ‘alternative’  label  for 

urban  left-leaning  newspapers  was 
always  misleading  (“Shoptalk,” 
August  E^P,  p.  82).  The  staffers  at  the 
papers  I  remember  from  the  1970s  were 
invariably  children  of  the  Establishment. 
Eventually  they  grew  up  and  joined  it. 

The  best  proof  of  this  is  the  number  of 
MSM  journalists  who  worked  on  such 
papers.  If  there  is  any  true  meaning  to  the 
term  “alternative,”  it  is  probably  news 
organs  like  Fox  and  talk  radio  and  The 
Washington  Times,  which  self-conscious¬ 
ly  dissent  from  the  Marthas  Vineyard 
politics  of  the  proprietors  of  the  MSM. 
The  “left”  doesn't  matter  at  all,  because  it 
just  expresses  MSM  \iews  in  more  stri¬ 
dent  form;  a  lot  of  us  knew  Air  America 
would  fail  because  its  target  audience 
already  listened  to  NPR. 

Left-wing  journalists  want  to  join  and, 
ostensibly,  “change”  the  MSM  from  with¬ 
in,  already  being  members  of  that  class. 
Right-wing  journalists  want  to  compete 
with  the  MSM  and  defeat  it.  Think  of  the 
MSM  as  the  Democratic  Party,  and  then 
imagine  what  are  the  “alternatives”  to  it. 

MARK  RICHARD 
Columbus,  Ohio 

PRINT  IHLIVEG  WELL 

CONGRATULATIONS  TO  EiiP  FOR  THE 

“WTio  Said  Print  is  Dead?”  feature 
and  sidebar  (August  issue,  p.  19). 
With  the  e.xception  of  the  increase  in 
chain  ownership  (note:  alternative  chains 
aren’t  new),  the  increased  circulation 
figures,  and  the  increased  average-age 
figures,  almost  everything  else  in  those 
articles  could  have  been  written  15  years 
ago  when  I  became  associate  publisher/ 
advertising  director  of  Milwaukee’s 
Shepherd  Express.  (I  then  held  two 
management  positions  at  Kansas  City's 
Pitch,  and  was  the  first  president  of  the 
Midwestern  Association  of  Alternative 
Newsweeklies  while  at  both  papers.) 


As  a  reader  of  your  magazine  for  25 
years,  I  always  find  it  nice  to  know  that 
E^P  is  so  on  top  of  what  is  going  on! 

DR.  DANE  S.  CLAUSSEN 
PROFESSOR  &  DIRECTOR, 
GRADUATE  PROGRAMS 
Department  of  Journalism  £5?  Mass 
Communication,  Point  Park  University 
Pittsburgh,  Pa. 

GAD  RUT  TRUE 

Depressing  though  it  is,  your 
article  about  the  suicides  in  our 
military  (“Pressing  Issues,”  August 
EdP,  p.  17)  is  long  overdue.  Thank  you.  I 
sen  ed  in  Vietnam  and  have  been  totally 
against  this  immoral  hoax  since  the  begin¬ 
ning.  How  the  neocons  are  abusing  our 
young  troops  and  plundering  our  treasury 
should  be  clearly  understood  by  everybody. 

Which  brings  me  to  your  point  about 
the  media.  Pardon  my  cynicism,  sir,  but  the 
mainstream  media  is  truly  nothing  more 
than  a  mouthpiece  for  the  government.  It 
is  an  integral  part  of  the  U.S.  Propaganda 
Machine.  Its  purpose  is  to  protect  the 
people  from  the  truth.  There  are  hundreds 
of  examples  of  this,  and  I  won’t  bore  you. 

DICK  SINNOTT 
Fort  Pierce,  Fla. 

DON'T  TRY  SUICIDE 

1AM  SURE  YOU  ARE  AWARE  THAT 

suicide  during  war  is  not  uncommon. 
What  is  uncommon  it  seems  is  that 
there  are  acknowledged  counts  at  all. 
During  Vietnam,  it  has  been  estimated 


that  there  were  as  many  —  if  not  more  — 
suicides  as  there  w  ere  deaths.  However, 
“official  ”  counts  were  not  kept. 

It  is  indeed  sad  that  the  press  as  a 
whole  does  not  report  on  this  more  often. 
Thanks  for  speaking  on  it! 

RENEE  PIRAINO 
Madison,  Wis. 

DENTISTS  HAVE  IT  WORSE? 

SUICIDE  IS  A  PROBLEM  FOR  INDIVID- 

uals  who  kill  themselves,  and  for 
their  families,  but  have  you  pro¬ 
duced  any  e\Tdence  showing  that  soldiers 
and  vets  have  a  greater  rate  of  suicide 
than  the  general  rate  within  the  pertinent 
demographics?  If  you  cannot  show  this, 
than  why  is  your  story  of  greater  interest 
than  one  about  electricians  across  the 
country  who  kill  themselves? 

In  fairness,  I  think  the  rea.son  why  is 
that  these  men  and  women  are  fighting 
on  our  behalf,  at  the  behest  of  politicians 
we  have  elected. 

Nevertheless,  your  story  is  misleading 
unless  you  compare  the  rate  of  suicides 
and  attempted  suicides  with  the  pertinent 
general  cohorts.  And  you  failed  to  do  so. 
For  example,  why  didn’t  you  consult  with 
The  Centers  for  Disease  Control  and 
Prevention? 

I  know  that  the  rate  of  soldier  suicides 
and  attempted  suicides  is  less  than  that  of 
dentists  and  psychoanalysts,  for  example, 
but  I  don’t  expect  a  Mitchell  .story  on 
these  unfortunate  deaths. 

BRIAN  SAMENT 

Via  e-mail 


— -a  50  YEARS  AGO  - - 

NEWSPAPERDOM  »  FROM  EDITOR  &  PUBLISHER 


SEPT.  7,  1957: 

More  than  20  U.S.  reporters, 
cleared  by  the  Treasury  Depart¬ 
ment  under  the  Trading  With  the 
Enemy  Act,  awaited  visas  from 
Red  China  to  enter  the  country  for 


a  minimum  seven-month  assign¬ 
ment  for  various  news  orgs. 

SEPT.  21,  1957: 

Detroit  Free  Press  Picture  Editor 
Charlie  Haun,  during  the  Second 


Rochester  Photo  Conference,  lam¬ 
basted  his  fellow  picture  editors, 
suggesting  angrily  that  too  many 
of  them  “let  some  meathead, 
some  word-loving  news  editor,  do 
their  picture-selecting  for  them.” 
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Newspapers  today  are  losing  ad  dollars  to 
the  Internet.  But  sman  newspapers  are 
exploiting  successful  Web-based  technologies 
to  successfully  recapture  those  dollars,  and 
Brainworks  is  leading  the  way. 

Master  the  Present.  Master  the  Future. 

Brainworks  provides  you  with  all  the  tools 
to  master  what  you  need  for  print 
media  including  powerful  upselling 
and  cross-selling  for  your  phone 
room,  contact  management, 
outbound  marketing,  and  many 
other  sales  tools.  We  help  you  master 
your  future  by  delivering  solutions 
that  allow  you  to  deploy  proven 
Internet  business  models  to  drive 
online  ad  revenue  into  your  newspaper. 

Brainworks  software  gives  advertisers 
new  options  such  as  adding  rich  media, 
including  photo  slideshows,  video  and 
360-degree  views,  to  their  ads.  There  are 
also  state-of-the-art  interactive  features,  such  as 
electronic  “blind  boxes”  that  allow  sellers  to 
receive  email  via  an  anonymous  email  address:  Web  auctions,  especially  suitable  for  large  items  that  can’t  be  sold  easily  on  eBay; 
and  “Personal  Shopper,”  a  feature  that  allows  buyers  to  specify  exactly  what  the\'  want  to  buy,  and  then  be  notified  by  email 
when  a  matching  item  is  posted. 


Advertisers  can  do  everything  online  that  a  rep  can  do  in  the  phone  room,  including  seeing  prompts  and  cues  for  upsell 
and  cross-sell  opportunities  to  enhance  their  ads.  Brainworks  also  analyzes  scheduling,  and  intelligently  offers  scheduling  options 
that  add  value. 


Brainworks  even  provides  tremendous  Weh-hased  tools  for  commercial  and  repeat  advertisers  that  allows  them  to 
create  and  save  ads  to  a  portfolio.  They  can  add,  edit,  schedule  and  customize  their  ads  whenever  they  want. 

It's  a  win-win:  The  customer  wins  when  they  buy  a  better  package  because  they  sell  their  products  more 
effectively  and  get  more  value  for  their  dollars.  And  the  newspaper  wins  because  they’re  getting  more  rev'enue. 

Join  the  wave  of  newspapers  using  Brainworks'  Web-based  tools  right  now.  The  Houston  Greensheet 
sold  1 000  ads  the  very'  first  week  their  Web  order  entry'  system  went  live,  and  they  are  currently  generating 
phenomenal  new  revenues  annually  using  Brainworks’  Web-based  tools. 

Master  me  Present  Master  the  Future. 


Savvy  newspapers  are  embracing  the  'Net  and  witming  back  profits. 

Right  now,  Brainworks  is  delivering  proven  tools  that  will  make  your 
transition  online  easy.  Don’t  let  another  dollar  pass  you  by. 

Go  to  www.brainworks.com  to  leant  more. 


Brfiiinworks 

-  ~\f 

NEWSPAPER  SOFTWARE  V  SOLUTIONS 
www.brainworks.com 


Sysfems  for  Advertising,  Circulation,  CRM,  and  Web 


A 


Funnij  money 


BY  MARK  FITZGERALD 

Lots  of  newspapers  host  candi- 
date  debates,  but  only  Philadelphia 
Dailp  Xeics  columnist  Stu  Bykofsk\' 
assembles  political  nominees  —  and  gets 
them  to  do  stand-up  at  a  comedy  club. 

For  the  17th  straight  year,  Bykofsky  this 
August  hosted  what  might  be  titled  "Last 
Candidate  Standing."  Hopefuls  for  offices 
ranging  from  go\  ernor  to  cit}'  councilman 
get  laughs  or  groans  while  raising  money 
—  more  than  $300,000  at  this  year's 
event  —  for  Variet>',  a  local  children's 
charit>'. 

“Candidates'  Comedy  Night"  began  in 
1991,  shortly  after  Bykofsky  briefly  threw 
his  own  hat  in  the  ring  for  mayor.  At  the 
time  his  column  covered  comedy,  so  he 
challenged  former  Mayor  Frank  Rizzo 
and  eventual  winner  Ed  Rendell  (now  the 
state's  governor)  to  a  stand-up  contest 
judged  by  three  local  comics  at  the  Liiugh 
Factor)-  Outlet.  Bykofsky  won:  "I  think  it 
was  because  I  was  the  funniest  —  but  I 
also  think  the  judges  knew  I  had  a  col¬ 
umn  they  would  like  to  appear  in,  in  the 
future."  There's  no  contest  ammore,  but 

fBykofsk)  says  the  best 
comic  was  James 

.American  council¬ 
man  for  South  Philly 
with  a  talent  for  the 

^  Stu  Bykofsky,  who 
V  apparently  goes 
V  for  the  fowl  jokes 


Newspapers  covering  disas¬ 
ters  in  Minneapolis  and  New 
Orleans  received  comfort 
foods  from  The  Oklahoman. 


care  package  of  sorts  —  filled  with  Cheetos, 
Twinkles,  and  other  treats  offered  up  to 
help  them  coj)e  with  the  long  hours  and 
.stress  rejx)rting  on  the  tragedy.  "It  was  great 
to  find  out  it  was  junk  food  for  the  news- 


BY JOE  STRUPP 


WHEN  THE  UNUSUAL  PACKAGES 

ani\  ed  at  The  Oklahoman 
new  sroom  in  Oklahoma  Cit)- 
more  than  12  j  ears  ago,  staffers  w  eren't 
sure  w  hat  they  were. 

And  in  the  wake  of  the 
tragic  bombing  just  days 
earlier,  which  destroyed 
a  nearby  federal  office 
building  and  left  I68 
dead,  the\  weren't 
taking  am  chances. 

The  lx).\  was  quick!)- 
X-ra)-ed.  But  instead 
of  finding  amthing 
dangerous  inside, 
staffers  disco\ered  a 


The  Roanoke  (Va.)  Times  received  a  care  package  as  it  continued 
to  cover  the  April  killing  spree  on  the  Virginia  Tech  campus. 
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room,”  recalls  Managing  Editor 
Joe  Hight.  "To  receive  this  during 
their  difficult  coverage  was  fantas¬ 
tic,  and  that  another  paper  was 
thinking  about  us.” 

That  other  paper  was  the 
Rockford  (Ill.)  Register  Star, 
whose  editors  packed  up  the  bo.\ 
and  enclosed  a  note  e.xplaining 
they  wanted  to  help  fellow  journos 
get  through  a  tough  time.  "The 
letter  sent  to  us  said  they  had  nev¬ 
er  covered  anything  like  this,  they 
sort  of  understood  what  we  were 
going  through,”  adds  Hight.  "It 
just  came  out  of  the  blue.” 

But  it  also  started  a  tradition 
among  Oklahoman  staffers,  who 
have  been  sending  out  similar  care 
packages  ever  since.  Hight  estimates  that 
in  the  past  dozen  years,  at  least  20  bo.xes 
have  been  shipped  to  such  neyvsrooms  as 
The  Times-Picayune's  in  New  Orleans. 
"When  we  send  something  out,  we  always 
mention  that  particular  moment,”  Hight 
says  about  the  first  package  his  people 
received. 

Among  the  most  recent  recipients  was 
The  Roanoke  (Va.)  Times,  which  received 
an  Oklahoman  delivery’  during  its  coverage 
of  the  Virginia  Tech  shootings  last  spring. 
"It  yvas  a  thoughtful,  unexpected  gesture,” 
says  Dyvayne  Yancey,  Roanoke’s  senior 
editor  of  neyv  channels.  “It  yvas  a  lot  of  junk 
food,  comfort  food,  and  even  some  cheap 
paperback  novels.  It  came  at  a  good  time  to 
receive  that  sort  of  thing.”  Hight  says  the 
Roanoke  staff  sent  back  a  thank-you  note 
along  yvith  a  Virginia  Tech  banner,  yvhich 
noyy  hangs  in  the  Oklahoman's  neyvsroom. 

Other  recipients  have  included  The 
Journal  Neu's  in  WTiite  Plains.  N.Y.,  after 
the  Sept.  11  attacks;  The  Providence  (R.I.) 
Journal,  folloyying  the  2003  nightclub  fire 
that  killed  100  people;  and  the  Pensacola 
(JcXed)  Neu's  Journal  and  The  Enterpri.se 
(Ala.)  Ledger  after  a  hurricane  and  tornado, 
respectively. 

The  1996  school  shooting  in  Dunblane, 
Scotland,  in  yvhich  16  children  yvere  killed, 
even  prompted  an  Oklahoman  overseas 
shipment.  "It  is  not  meant  for  anything 
other  than  a  gesture  of  goodyyill,”  Hight  says. 

And  yvhen  Hurricane  Katrina  struck 
Neyv  Orleans  two  years  ago,  the  Okla¬ 
homan  yvas  among  several  neyvspapers 
that  sent  boxes  of  goodies  and  care  pack¬ 
ages  to  the  Times-Picayune  —  yvhich  yvas 
forced  to  flee  to  Baton  Rouge.  La.,  for 
yveeks.  "Not  a  day  yvent  by  yvhen  yve  didn’t 
receive  something,  including  clothing,” 


Editor  Ed  Kelley,  left,  reporter  Beth  Gollob,  reporter/columnist  Ann 
DeFrange,  and  Managing  Editor  Joe  Hight  with  some  of  the  goodies 
The  Oklahoman  sends  out.  The  V-Tech  banner  was  a  thank-you  gift. 

recalls  Editor  Jim  Amoss.  "Not  to  mention 
food  of  every  variety’.  It  yvas  a  great  psycho¬ 
logical  boost.”  Amoss  adds  that  in  addition 
to  the  Oklahoman,  his  staff  received  care 
packages  from  the  Mihcaukee  Journal 
Sentinel,  The  Des  Moines  (loyva)  Register, 

The  Oregonian,  and  The  Island  Packet  of 
Hilton  Head,  S.C.,  among  others. 

Even  Hustler  magazine  sent  a  box  of 
edibles,  Amoss  recalls:  "Their  note  said. 

We’re  all  pulling  for  you.’” 

The  Oklahoman's  generosity’  has 
already  sparked  some  pass-it-on  goodyyill. 
such  as  that  proyided  by  the  Roanoke 
Times  to  the  St.  Paul  (Minn.)  Pioneer 


Press  and  Star  Tribune  of 
Minneapolis  folloyying  the  tragic 
bridge  collapse  there  in  August. 
Both  Tyyin  Cities  papers 
received  junk  food  and  snack 
packs  from  Roanoke,  yvhich 
noted  in  its  letter  to  those 
papers  that  the  Oklahoman's 
generosity’  had  inspired  them. 

"The  intention  yvas  to  pass 
on  the  karmic  chain,”  Roanoke’s 
Yancey  explains.  "They  remem¬ 
bered  yvhat  a  bad  time  it  yvas 
for  us.” 

But  the  Oklahoman  did  not 
forget  the  Tyyin  Cities,  either, 
packing  up  and  shipping  out 
its  oyy’n  care  packages  for  the 
Minnesotans  soon  after  Roanoke’s  goodies 
yvere  finished  off.  "They  had  devoured 
everything  from  Roanoke,  so  they  yvere 
ready’  for  more,”  Hight  says  of  his  paper’s 
shipment,  yvhich  yvent  out  about  a  yveek 
after  Roanoke’s.  "We  put  some  health  foods 
in  there,  too  and  some  stress  relievers,  like 
sponge  balls  to  squeeze.” 

As  for  the  future,  Hight  says  his  staff  yyill 
continue  to  pass  on  the  positive  reinforce¬ 
ment  yvherever  needed:  "W'e  don’t  expect 
to  receive  things  back.  If  they  see  it  and  use 
it.  that  is  yvhat  matters.  We  hope  that  other 
neyvspapers  pick  up  on  the  idea.  Perhaps 
the>’  yyill  pick  up  on  the  tradition.”  ® 


The  Maine  event 

Paper  ’wins  justice 


(scoop) 


BY JOESTRUPP 

IF  YOU  DON’T  THINK 

little  community’  neyvs- 
papers  can  compete 
yyith  major  dailies  on  a 
national  story’,  you  haven’t 
seen  The  Courier-Gazette 
in  Rockland,  Maine.  The 
thrice-yveekly  paper  may 
hay  e  only’  eight  neyvsroom 
staffers,  but  that  didn’t  stop 
it  from  breaking  the  late- 
July  story’  that  Supreme 
Court  Justice  John  Roberts 
suft’ered  a  seizure  at  his  vacation  home. 

As  is  often  the  case  in  such  situations, 
it  yvas  simple  shoe-leather  reporting  and 
longtime  local  .sourcing  that  alloyved  the 
Courier-Gazette  to  scoop  ABC  Neyvs.  The 
New  York  Times,  and  ey  ery’  other  major 
neyvs  outlet.  "It  is  just  gumshoe  yvork.  con¬ 
tacting  your  sources,”  says  Stephen  Betts, 


editor  since  2006  and  a 
25-y’ear  veteran  of  its  neyvs- 
room.  "The  Courier-Gazette 
is  an  institution  in  this  area.” 

Those  sources  and  rela¬ 
tionships  paid  off  on  July  30 
yvhen  the  paper  learned  of 
Roberts’  fall  at  about  2  p.m. 
yia  a  police  scanner  in  the 
neyvsroom,  yvhich  is  alyvays 
on.  "It  said  a  52-year-old 
man  had  a  seizure,  fell 
five  to  10  feet  on  a  dock, 
backyvard,”  Betts  recalls. 

"We  kind  of  let  it  go  because  it  yvas  not 
something  yve  yvould  cover,  it  did  not  give 
his  name." 

S(X)n  after,  though,  the  neyvsroom 
received  a  call  from  ABC  Neyvs  asking  if 
Roberts  had  fallen,  haying  gotten  a  report 
from  a  Supreme  Court-related  official  — 
but  no  mention  of  a  seizure.  "W’e  kneyv  it 


story;  Supreme 
John  Roberts 


8  EDITOR& PUBLISHER  SEPTEMBER  2007 


w«'w. editor  andpublisher.com 


An  Encyclopedia  of  Newspaper  Information 


RihtokAV'  w.ishkr 


Part  1 :  Dailies 


8?" 

year  book 
iO’S  WHEJ 

T'W  0»  \f  WSPVWI,  ,M„  STBV  OB...- 


imim&Pi 


YEAR JBOSF  year  book  '  WHo^s^ 


TM^ 


rRV  i*i«»k>sionun 


pMil  I; 

•  !n«***“  ^  JJ -iw* 


Part  3:  Contact  Directoi^ 


P««r  M  f,w,„  ,  Dro,,-,,^ 

7(UV7 


2007 


2007 


Part  2:  Weeklies 


EniTORt: 

PUBLISHER 


HQMC  I  SEARCH  NfWSmPCRPWCIOirr 


3  VOLUME  SET  INCLUDES: 

PART  1 :  Comprehensive  listings  of  U.S.  and  Canadian  dailies. 
PART  2:  10,000  U.S.  and  Canadian  community  newspapers. 
PART  3:  Year  Book's  "Who's  Where?":  46,000  personnel. 


Get  ahead  of  the  competition  by  having  up-to-date  information 
when  you  need  it.  The  2007  International  Year  Book  has  the  vital 
data  and  facts  that  you  need  to  maintain  your  competitive  edge. 


This  database 
contains: 

•  46,000  Newspaper 
Personel 

•  1,600+  Daily 
Newspapers 

•  7,000+  Weekly 
Newspapers 

•  1,400+  Shopper/TMC 
Newspapers 

•  1,300+  Specialty 
Newspapers 


Title 


Company 


Address 


City 


E-Mail 


EDITORUtPUBLISHER 


YES!  Please  rush  my  order  of: 
International  Year  Book 

All  3  volumes  for  just  $230 

□  Online  access  (includes  print  volumes)  $895 

□  Editor  8>  Publisher  Market  Guide  for  just  $150. 

Total  for  this  order  S _ 

(please  include  sales  tax  and  $15  S&H) 


State 


Zip 


□  Payment  Enclosed 

(make  check  payable  to  ADWEEK  Directories) 
C  Charge  my:  VISA  MC  Hj  AmEx 

Card  # 


Exp.  Date 


Signature 


(required  for  online  access) 
Nature  of  Business 


Add  appropriate  sales  tax  in  CA,  DC,  FL, 
GA,  MD,  MN,  MO,  OH,  SC,  TN  and  TX. 
Canada  add  GST. 

Please  add  $15  for  shipping  and  handling. 


Find  All  Critical  Market  Data 
Than  1,600  Cities  and  All  3,096  Counties 


Get  the  facts,  figures  and  forecasts 
you  need  to  succeed  in  today's 
marketplace 

•  2007  Market  Rankings  H 

•  Surveys  of  Daily  Newspaper  Cities  wB 

in  15  categories  K 

•  Population,  Age  and  Ethnicity  O 

•  Housing,  Income,  Education  I  m 

and  E&P  Indicies  I 

•  Retail  Sales  ■■illllH 


market 

r.UIDE 


Order  your 
copy  today! 


Reasons  to 
order: 

•  Quality  of  Life  index 

•  Latest  Census  Data 

•  Exclusive  Economic 
and  Demographic 
projections 

•  Exclusive  market 
ranking  tables 

•  A  relocation  guide 
known  ad  the 
"Better  Living  Index' 

•  Easy-to-use  tables 


NO  POSTAGE 
NECESSARY 
IF  MAILED 
IN  THE 

UNITED  STATES 


BUSINESS  REPLY  MAIL 

FIRST-CLASS  MAIL  PERMIT  NO.  957  NORTH  HOLLYWOOD  CA 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


EDITOR  &  PUBLISHER  GUIDES 
PO  BOX  16748 

NORTH  HOLLYWOOD  CA  91615-9493 


THE 


‘  A  ’ 


SECTION 


was  connected,  and  we  made  some  phone 
calls  to  confirm,”  says  Betts.  "We  made  the 
staff  make  phone  calls  to  eveiy  one  under 
the  sun.”  Although  the  Courier-Gazette  was 
not  set  to  publish  for  two  more  days,  the 
paper  placed  a  stoiy-  on  its  Web  site  by 
4  p.m.,  the  first  report  about  the  incident 
to  say  it  had  been  a  seizure.  Betts  would 
not  reveal  how  the  paper  had  learned  that 
information,  but  said  it  was  a  trusted 
source. 

More  outside  media  began  calling  to 
check  on  the  seizure  aspect  of  the  story, 
Betts  says,  noting  that  CBS  News  called  at 
6  p.m.  and  others  from  AP  and  ABC  News 
called  again.  "They  said  people  they  had 
spoken  to  at  the  Supreme  Court  had  not 
mentioned  the  seizure,”  Betts  recalls.  “We 
told  them  we  were  confident.” 

Betts  says  the  Dnidge  Report  soon 
linked  to  his  account,  drawing  more  inter¬ 
est  about  the  seizure  angle.  He  says  when 
ABC’s  "World  News  Tonight”  led  its  6:30 
p.m.  newscast  with  the  story,  the  anchor- 
person  stated  that  "one  media  source  had 
reported  it  was  a  seizure.”  but  did  not 
identify  his  paper. 

"Within  an  hour  of  that,  the  hospital 
released  a  statement  saving  it  had  been  a 
seizure,”  Betts  says.  “We  knew  our  source 
was  correct.”  In  addition  to  getting  the 
Courier-Gazette  some  news-breaking 
credit,  the  scoop  also  spiked  its  Web  traffic, 
which  reached  1.50,000  unique  users  dur¬ 
ing  the  first  24  hours  after  the  story  went 
up  —  an  increase  of  five  times  the  usual 
30,000  for  the  same  time  period. 

Betts  says  the  paper  actually  had  a 
pre\ious  scoop  about  Roberts;  it  reported 
in  June  2006  that  the  Supreme  Court 
justice  had  purchrused  the  Hupper  Island- 
area  home.  He  says  his  staff  made  that 
discovery  during  its  routine  weekly  re\iew 
of  the  IcK'al  deed  registry,  which  lists  the 
newest  land  deals.  II 


C-G  Web  News  Director  Kelly  Michaud,  left. 
Editor  Stephen  Betts,  and  reporter  Kim  Lincoln 
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For  yaji  press, 
‘yood  old  days’ 
are  hm  today 

GLBT  newspapers  look 
to  turn  ‘Pride’  into  profits 


Bay  Windows  Publisher  Sue  O’Connell  says  com¬ 
panies  are  spending  mere  to  reach  gay  readers. 


BY  MARK  FITZGERALD 

For  gay  newspaper  pubushers. 
the  good  old  days  are  now.  “Com¬ 
pared  to  23  years  ago?”  Publisher 
Tracy  Bairn  says  with  a  laugh,  referring  to 
the  year  the  weekly  Windy  City  Times  was 
founded  in  Chicago.  “I  think  it’s  a  great 
time  to  be  in  gay  publishing.  It’s  so  much 
easier  than  it  was  even  10  years  ago  to  pitch 
to  mainstream  businesses.” 

Indeed,  according  to  the  Gay  Press  Re¬ 
port,  advertising  spending  in  publications, 
about  half  of  them  weekly  newspapers  tar¬ 
geting  the  so-called  GLBT  (gay,  lesbian,  bi¬ 
sexual,  and  transgendered)  audience, 
increased  205%  between  1996  and 


phemism,  were  now  proxiding  forthright 
and  faster  news  of  gay-interest  topics. 

Ad  spending  in  the  gay  press  contracted 
17.8%  between  2002  and  2003  —  reflecting 
not  only  the  post-9/11  doldnims  but  the 
fact  that  GLBT  papers  were  being  folded 
across  the  countiy. 

“In  this  market,  people  did  have  a  dollar 
and  a  dream,”  says  Todd  Evans,  president 
and  CEO  of  Rivendell  Media  Inc.,  a  gay  me¬ 
dia  rep  firm  that  produces  the  Gay  Press 
Report  with  the  ad  agency  Prime  Access 
Inc.  “You  had  a  lot  of  people  who  were  more 
about  the  cause  than  the  business,  and  un¬ 
fortunately  you  have  to  pay  attention  to 
business,  tcx).” 


But  the  shakeout  left  suiAivors 


These  days,  he  says,  there  are 


fewer  startups  —  but  there  are 


also  fewer  papers  folding.  Sue 


O’Connell,  co-publisher  of  Bay 


Windou's,  a  Boston  weekly. 


reasons  we  are  in  great 


shape  compared  to 


mainstream  media 


is  that  our  profit 


maipns  are  not  as 


Pride  Source  Media 


2006.  Last  year’s  ad  revenues  of 
$223.3  million  represented  an  in 
crease  of  5.2%  over  the  year  before 
a  pericxl  during  which  print  and  on 
line  ad  spending  on  daily  newspa 
pers  was  essentially  flat. 

In  1994,  Just  19  Fortune  500 
brands  advertised  in  the  gay 
press.  Last  year,  183  did. 

The  recent  perform-  lir 

ance  of  the  gay  pap)ers  Jf! 

is  all  the  more  re-  L 

markable  because  ^ 

not  so  long  ago,  it 
appeared  the  ^ 

stars  were  aligning 
against  them.  The 
Internet  l(X)ked 
poi.sed  to  steal  whole 
categories  of  advertis¬ 
ing,  especially  personals 
and  other  same-sex  classi¬ 
fieds,  and  underftmded 
gay  papers  were  slow  to 
jump  on  the  Web.  Main¬ 
stream  papers,  which  long 
shunned  co\erage  of  homo- 
sexualift'  or  shrouded  it  in  eu- 


stronger  than  ever,  Evans  contends. 


says,  “One  of  the  practical 


■  -* 
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high  as  the  dailies  —  so  we’ve  been  Ihing  in 
the  real  world  all  along.” 

Gay  paf)ers  have  always  had  to  be  nimble, 
adjusting  as  ad  categories  bubble  up  and 
burst.  A  couple  of  decades  ago,  for  e.xample, 
gay  newspapers  made  tons  of  money  from 
so-called  Aiatical”  ads,  offers  to  buy  up  the 
life  insurance  policies  of  people  with  HIV 
or  AIDS.  That  categoiy  collapsed  as  new 
drug  cocktails  e.\tended  longexit}’. 

Buij  WindoK's  is  a  good  example  of  how- 
gay  papers  manage  in  continual  booms 
and  busts. 

When  Massachusetts  legalized  same-sex 
marriage.  Bay  Windcncs  took  in  some 
$200,000  in  wed- 
ding-related  ad\er- 
tising  in  just  one 
year.  WTien  that 
boom  faded  after 
same-sex  weddings 
were  restricted  to 
Massachusetts  resi¬ 
dents  only,  it  w  as  re¬ 
placed  by  a  surge  in 
real  estate  advertis¬ 
ing.  “There’s  always 
some  influx  of  local 
dollars,”  says  O’Con¬ 
nell,  who  also  is  the 
current  president  of 
the  National  Gay 
Newspaper  Guild, 
an  association  of  a 
dozen  of  the  biggest 
audited  papers. 

Gay  papers  report 
they  are  doing  well 
in  ad  categories  that 
ha\  e  collapsed  at 
mainstream  dailies,  such  as  real  estate  and 
automotive.  Consider  Bchceen  The  Lines,  a 
Detroit-based  weekly  that  circulates 
throughout  southeast  Michigan,  an  area 
that  has  been  thrown  into  recession  by  the 
auto  industiy-’s  woes.  Co- Publisher  Jan 
Stevenson  says  autt)motive  is  actually  one 
of  the  paper’s  better  categories. 

“Auto  dealers  are  really  ttying  to  keep 
their  sales  up  with  smaller  ad  budgets,  so 
they're  sa\ing,  ‘WTiere  can  I  use  my  mone\- 
to  look  realh'  good?’”  she  sa>  s.  “And  they 
find  it’s  not  really  veiy  expensive  to  hit  us  as 
a  market.” 

And  one  big  selling  point  for  gay  papers, 
publishers  say,  is  that  their  audience  is 
incredibly  loyal  to  retailers  and  brands  that 
advertise  in  gay  media.  When  Rivendell 
did  the  first  study  of  gay  readers  in  1984,  an 
astounding  98%  of  respondents  said  they 
would  go  out  of  their  way  to  buy  the  prod¬ 


ucts  or  services  of  advertisers  in  gay  media 

—  and  would  even  pay  more  for  them. 
Those  loyaltv'  levels  remain  at  the  90%  level 
even  now,  Rivendell’s  Evans  says. 

“That’s  a  cache  that  no  other  niche 
publication  can  claim,”  says  Buy  Wimkncs' 
O’Connell. 

In  Texas,  Dallas  Voiee  is  growing  because 
Dallas  is  growing  —  “You  can’t  fight  macro¬ 
economics,”  Publisher  Robert  Moore  laughs 

—  and  because  the  citt’  itself  is  gay-friendly. 
But  the  paper  has  also  learned  to  navigate 
the  turning  tides  of  new  spaper  economics, 
he  adds:  “There’s  been  a  pattern  over  our  23 
years.  Everv'  three  or  four  years,  we  have  a 

verv'  substantial 
spike,  and  our  goal  is 
to  hold  on  to  that,  to 
keep  it  at  least  flat.” 

So  far,  so  good: 
Display  ads  jumped 
20%  last  year  over 
2005.  National, 
which  only  amounts 
to  about  8%  of  rev¬ 
enue,  is  nevertheless 
up  50%  year-over¬ 
year.  Web  income  is 
up  another  20%,  and 
its  traffic  is  up  50% 
since  January. 

Dallas  Voiee  part¬ 
ners  with  a  gay-ori¬ 
ented  satellite  radio 
channel  and  news 
service  but  also  is  a 
member  of  the  citv  ’s 
convention  bureau. 
Better  Business 
Ass(H.iation.  and 
Dallas  Ad  League.  "We’ve  tried  to  integrate 
ourselves  into  what  we  regard  as  the  really 
strong  strategic  institutions,"  says  Moore. 

Growing  acceptance  of  gays  and  lesbians 
in  America  has  both  eased  and  complicated 
the  gay  newspaper  business,  pu’olishers  say. 
On  the  one  hand,  it’s  easier  to  distribute  gay 
papers  in  places  that  once  would  be  unlike¬ 
ly  venues.  For  instance.  Out  C?  Alxnit, 
Nashville’s  principal  gay  paper,  can  now  be 
picked  up  at  Kroger’s  suiiermarkets.  On  the 
other  hand,  publishers  must  deal  with  what 
they  call  “gay  sprawl.”  the  migration  of  their 
readers  from  urban  neighborhoods  like 
Chicago’s  Bovs  Town  to  distant  suburbs. 

“The  challenge  is  to  find  gay  [x*ople, 
because  we’ve  spread  out,”  says  Bob  Witeck. 
CEO  of  Witeck-Combs  Communications 
Inc.,  a  Washington,  D.C.-based  firm  special¬ 
izing  in  marketing  to  the  gay  and  lesbian 
market. 


Gay  papers  are  also  adjusting  to  the  com¬ 
petition  from  mainstream  dailies  covering 
news  of  interest  to  the  GLBT  communitv’. 
Some  papers  off’er  more  coverage,  in 
greater  detail.  Bay  Windou's,  for  instance, 
dispatched  two  reporters,  one  blogging  live, 
to  the  state  constitutional  convention  that 
put  off  abolishing  same-sex  marriage. 

Others,  such  as  Chicago’s  Windy  City 
Times  and  Between  The  Lines  in  Detroit, 
now  emphasize  their  arts  coverage.  “As  the 
dailies  have  laid  off  arts  people,  we’ve  be¬ 
come  known  as  the  best  paper  for  covering 
arts,”  says  Jan  Stevenson,  Beticeen  The 
L/nc.s’co-publisher.  One  result:  The  paper 
now  has  more  straight  readers. 

In  the  annual  advertising  and  circulation 
cycle  the  best  season  is  known  simply  as 
“Pride.”  It  comes  every  June  when  gay 
communities  celebrate  Gay  Pride  Month 
with  parades  and  festivals.  “Pride  is  our 
Christmas,”  says  Stevenson. 

But  this  year’s  Pride  came  up  a  little  short 
for  gay  publishers.  Preliminary  results  from 
several  markets  show  a  fall-off  in  national 
advertising  that  may  presage  a  tougher 
competition  in  the  long  term  to  keep  the 
category  in  print.  In  Detroit,  for  instance, 
Behceen  The  Lines  saw  “a  big  drop-off”  in 
national,  Stevenson  says.  Overall  Pride 
revenues  were  actually  up  because  of 
stronger  buys  by  local  and  regional  adver¬ 
tisers,  she  adds. 

That’s  how  it  went  in  Boston,  too.  says 
O’Connell.  lorcal  ads  at  Bay  Windows 
were  up,  but  national  ads.  which  the  paper 
looks  at  as  gravy  that  cannot  necessarily  be 
counted  upon,  were  down. 

“National  companies  understand  they 
can  reach  gay  consumers  in  a  number  of 
ways  now,  and  one  is  by  sponsoring  events," 
she  says.  “So  while  spending  by  national 
companies  to  reach  the  gay  audience  is  up, 
we’re  sharing  that  with  more  businesses." 

Evans  of  Rivendell  Media  says  he  is 
hearing  from  gay  papers  around  the  nation 
that  revenues  during  the  2007  Pride  season 
lagged  behind  past  years. 

Still,  the  overall  outlook  remains  positive. 
Once-hot  niches  such  as  Spanish-language 
newspapers  have  slowed,  but  Evans  doesn’t 
see  that  happening  to  gay  pajx'rs  for  a 
while.  For  one  thing,  he  notes,  competing 
media  such  as  radio  and  broadcast  have  not 
emerged  in  any  strong  way  as  they  have  for 
Spanish-language  speakers. 

Besides,  he  says,  gay  papers  will  always 
hav  e  something  unique  to  offer  their 
audiences:  “The  one  thing  in  this  market  is, 
you  have  to  know  where  to  go  on  Friday 
night."  13 


Dallas  Voice  Publisher  Robert  Moore’s  paper 
partners  with  a  satellite  radio  channel. 
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SignOnSanDiego.com  Content  Manager  Ron  James  with  Alana  Seifi,  an  AmplifySD.com  producer. 

A  newspaper  rocks  San  Diego 


BY  JOE  STRUPP 

LANA  Seifi  is  no  Alan  Freed.  But 
when  the  histon'  of  online  radio  in 
San  Diego  is  written,  her  part  in  it 
may  one  day  draw  comparisons  to  the  ’50s 
rock  ’n’  roll  disc  jockey.  She’s  a  producer  for 
a  radio  station  hosted  by  SignOnSanDiego. 
com  (Web  site  of  the  San  Diego  Union- 
Tribune),  and  as  such,  selects  the  music  for 
one  of  the  few  radio  stations  to  be  present¬ 
ed  by  a  major  U.S.  daily. 

AmplifySD,  which  launched  in  2006, 
mixes  the  power  of  the  Internet  with  the 
local  impact  of  a  daily  paper,  giving  those 
who  log  on  a  musical  experience  not  found 
on  any  other  local  Web  site.  “There’s  noth¬ 
ing  like  this,  because  w  e  only  play  local  mu¬ 
sic,”  says  Seifi,  a  Web  producer  and 
graduate  of  nearby  San  Diego  State  Univer- 
sit>’.  “It  is  a  prett)’  niche  market.” 

Content  Manager  Ron  James  says  the 
24-hour  programming  is  unique  because  it 
is  strictly  local,  and  open  to  any  area  musi¬ 
cians  who  want  to  submit  their  work:  “It 
can  be  a  group  signed  to  a  record  company 
or  just  a  musician  who  is  local  —  and  the 
music  has  to  fit  the  genre  that  is  indie  rock, 
maybe  a  little  reggae.  It  is  an  audience  that 
isn’t  really  served,  the  radio  stations  around 
here  are  not  focusing  on  local  music.” 

The  only  requirement  is  that  those 
who  submit  their  music  must  live  in  San 
Diego  Countt’  —  or  at  least  have  a  sched¬ 
uled  upcoming  gig  in  the  area.  He  says  the 


station,  which  targets  an  audience  of  18  to 
34-year-olds,  has  received  tens  of  thou¬ 
sands  of  songs  and  has  played  about  3,000. 

“WTien  we  first  started,  w  e  put  up  eveiy  - 
thing  w'e  got,”  James  recalls.  “Now'  we  are 
much  more  selective.”  Bands  with  names 
like  Manuc  and  Kite  Firing  Societt'  simply 
submitted  their  music  on  CD.  Seifi  says  the 
site  had  about  10  listeners  when  it  first 
launched,  but  now  averages  2,000  to  3,000 
per  day.  “We  have  other  programming  that 
comes  from  the  arts  and  entertainment 
staff  and  the  new'sroom,”  James  notes, 
citing  the  station’s  Mix  Tape  show  —  a 
w  eekly  production  that  offers  the  top  10 
songs  selected  by  Union-Tribune  staffers. 

“We  also  have  bands  come  in  that  play  in 
the  studio  and  do  interview's,”  adds  James. 
“That  happens  about  once  a  week.”  Among 


BY  JOE  STRUPP 

IT  WAS  ONE  OF  THE  MOST  EMOTIONAL 

and  dramatic  stories  in  the  Dayton 
(Ohio)  Daily  Neu's  on  Aug.  2  —  the 
fatal  gas  station  robberv'  that  left  a  24- 
year-old  clerk  dead.  But  for  some  reason, 
it  lacked  that  heart-tugging  bite.  But  the 
problem  wasn’t  with  the  reporting,  the 
editing,  or  the  storv’  flow. 


the  recent  live  performers  was  A.J. 
Croce,  son  of  Jim  Croce  and  a  well- 
known  local  musician.  AmplifySD 
also  hosts  numerous  blogs  (with 
some  linked  to  other  music  sites) 
and  chat  rooms. 

“It  has  definitely  built  aware¬ 
ness,  and  it  is  a  prettv'  good  format 
on  the  Internet,”  says  Nick  Venti, 
the  drummer  for  Republic  of 
Letters,  which  had  a  single  from 
its  first  album  in  Amplify  SD 
rotation  this  year. 

But  even  more  music  is  on  the 
way:  The  newspaper  site’s  second 
online  radio  station  is  scheduled  to 
debut  Sept.  17.  SignOn  Radio  will 
e.xpand  the  format  to  include  more 
music  and  talk,  but  will  continue 
to  highlight  local  artists. 

“Clear  Channel  has  kind  of 
homogenized  the  radio,”  James 
says  about  the  giant  broadcasting 
chain,  which  is  often  criticized  by 
musicians  for  its  repetitive,  milque¬ 
toast  playlists.  “There  will  be  guv's 
on  who  love  San  Diego  and  know 
about  San  Diego.” 

The  station  has  already  lined  up  a 
number  of  local  radio  veterans,  including 
Joe  Bauer,  Happy  Hare,  and  Charlie  and 
Harrigan.  “It  gives  us  instant  credibilify’  to 
have  jocks  of  this  caliber  on  the  air,”  he 
salt’s.  “We  will  also  have  other  music  that  we 
didn’t  have  on  Amplify  SD  —  blues,  jazz  and 
American  standards,  all  local  bands.” 

James  adds  that  the  programming  will 
have  limited  costs  —  the  on-air  personali¬ 
ties  have  to  line  up  their  own  sponsors.  But 
the  station  also  will  feature  some  U-T 
staffers,  including  Opinion  Page  Editor  Bob 
Kittle  (who  will  host  a  weekly  show)  and 
other  vv-riters  on  a  wine  and  food  program. 

“I  think  you  are  going  to  see  this  as  a  huge 
part  of  newspapers  in  the  future,”  James 
says.  “I  think  it  is  going  to  be  huge.”  ® 


It  was  that  droning  electronic  voice. 

Although  the  report  had  human  loss  of 
life,  frightening  reminders  of  crime,  and 
clear  descriptions,  hearing  it  reported  in  a 
voice  reminiscent  of  the  robot  from  “Lost 
in  Space”  seemed  to  lessen  some  of  its 
impact.  Still,  the  Daily  Neu's  and  other 
Cox  newspapers  using  the  online  Click-2- 
Listen  feature  that  allow  s  Webbies  to  hear 


For  d QIC n loaders  and  visually  impaired 

Heard  any  good  stories  lately? 
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BY  JENNIFER  SABA 

Not  that  long  ago,  newspaper 
Web  sites  were  really  struggling 
with  online  advertising.  The 
strateg}'  back  in  the  day  was  to  tuck  an 
online  ad  into  a  print  buy,  practically  gi\ing 
the  digital  ad  away  for  free  —  the  Henny 
Youngnian  sales  equivalent  of  “Take  niy 
wife,  please!” 

Fast-for%vard  a  few  years  later,  though, 
and  online  advertising  has  transformed 
from  a  giveaway  to  the  main  event.  Howev¬ 
er,  a  problem  persists:  Too  many  Web 
sites  still  don't  know  the  value  of  online  ad 
space.  Sure,  online  ad  revenue  is  growing, 
but  many  sites  are  still  underpricing  inven- 
toiy-  —  that  is,  if  the_\’  sell  all  the  inventoiy. 

Leave  it  to  Silicon  Valley  to  tr}’  and 
come  up  with  some  sort  of  solution.  The 
people  behind  the  San  Francisco-biused 
company  Rapt  —  which  bills  itself  as 

‘  The  Leader  in  Media 


Monetization 


“Wewent 
through  a  lot 
of  growing 
paiiis’*  in  integratinr 

Rapt.  —  BRIAN  QUiNN/VP 

Advertising  Sales  &  Marketing,  WSJ  Digital 


Rapt's  audience  takes 
stock  of  online  ads 


developed  software  that  focuses  on  inven¬ 
tory  forecasting  and  planning,  anahiics, 
and  product  pricing. 

“Foi'ecasting  inventory  far  enough  in 
advance  is  realh'  hard  to  do,”  says  Rapt’s 
Regional  Vice  President  Ke\in  Considine, 
who  in  his  former  professional  life  wrts  in- 
\ol\ed  with  the  Orlando  SentineFs  onWne 
launch  and  Cars.com.  “Everybody  has 
develojx'd  their  own  hack  systems,  and 
sometimes  a  really  smart  jx'rson  can  take  a 
good  giress  a  month  out  —  but  you  really 
need  to  be  able  to  forecast  with  confidence 
way  further  out.” 

Rapt  counts  a  variet}’  of  online  players 
as  clients,  including  Yahoo,  Fox  Interactive 


Getting  a  grip  on  proper 
pricing  and  inventory 


newspapers,  such  as  in  Da\ton,  place  it 
on  every  local  story,  while  others  pick 
and  choose. 

Reetz  says  the  .system  automatically 
feeds  text  stories  into  Newsworthy’s  serv  ¬ 
er,  which  sends  back  the  automated  voice 
audio:  “Each  site  just  decides  which  chan¬ 
nels  they  want  it  on,  and  which  stories." 

Marcus  Heth,  Newsworthy’s  CEO  and  a 
former  software  executive,  says  the  com¬ 
pany  launched  more  than  two  years  ago 
and  claims  the  revenue-sharing  aspect  is 
a  way  to  make  Click-2-Listen  attractive  to 
newspapers.  He  says  Cox  is  the  only  chain 
proNTding  the  ser\Tce,  but  counts  several 
single  papers  among  his  clients,  among 
them  The  Washington  Times.  “We  tie  ads 
to  content."  he  says.  “It  depends  on  the 
publication,  but  whoever  sells  the  ads  gets 
the  majorit}'  of  the  revenue.” 

Jay  Scott,  COXnet’s  content  director, 
describes  his  company’s  involvement  as 
a  real  research -and-development  project: 
“We  have  had  no  negative  feedback,  but 
a  lot  of  positive  comment  from  people 
with  eye  problems.” 

But  what  do  writers  think  of  their 
stories  being  read  by  something  that 
sounds  like  an  emotionless  robot? 

“I’m  glad  to  have  my  ideas  and  words 
purveyed  in  any  way  it  happens,”  says 
Tony  Blankley,  editorial  page  editor  of 
The  Washington  Times  and  a  former 
Republican  part>‘  strategist.  “It  raises  an 
interesting  question  —  what  is  the  natural 
voice  of  the  Internet?  The  written  word, 
or  the  spoken  word?” 

Columnist  John  Kelso  of  theAj/.si/H 
Ameriean-Statesman  doesn’t  object,  “as 
long  as  I  don’t  have  to  listen  to  it.  I  would¬ 
n’t  want  to  listen  to  that  electronic  voice. 
But  if  people  want  to  hear  it  and  don’t 
mind,  that’s  fine.”  11 


COXnet  Content 
Director  Jay  Scott 
utilizes  the 
Click2Listen 
feature  to  hear  a 
story  on  his  Mac. 
Below,  the  service 
as  seen  on  the 
Web  site  of  The 
Daily  Sentinel  in 
Grand  Junction, 
Colo. 


stories  read  to  them  online,  claim  it  has 
been  a  bona  fide  hit. 

Just  months  after  Cox  installed  the 
program  (from  Newsworthy  Audio  of 
Virginia)  at  all  1?  of  its  daily  papers,  those 
running  the  sites  say  it  is  helping  readers 
with  \isual  limitations,  as  well  as  those 
who  want  to  dow  nload  the  news  and 
listen  later  on  their  MP3  players. 

“It  is  just  another  option  for  people,” 
says  Mike  Goheen,  online  director  for 
Cox  Ohio,  which  includes  the  Daily  News' 
online  home.  “It  is  enabled  for  every  local 
stoiy  on  our  site.  I  have  heard  from 
people  who  have  been  downloading  them 
as  podcasts.” 

Hyde  Post,  \ice  president/interactive 
for  The  Atlanta  Journal  Constitution, 
utilizes  the  serxice  on  more  than  half  of 
his  online  te.xts.  “If  it  is  a  wire  storx;  we 
almost  always  use  it,”  he  says.  Post  tends 
not  to  use  Click-2-Listen  for  breaking 
stories  (“It  takes  a  fair  amount  of  time”  to 
process,  he  says)  and  adds  that  is  also  not 
used  for  Op-Ed  pieces,  because  “some  of 
the  opinion  writers  haven’t  been  all  that 
comfortable  with  it.  The  nature  of  the 
inflections,  the  emphasis  on  occasion  is 
in  the  wrong  place.” 

COXnet  General  Manager  John  Reetz 
agrees,  saving,  “not  everyone  likes  an 
automated  voice.”  Cox  decided  to  provide 
Click-2-Listen  chainwide  earlier  this  year 
after  entering  a  revenue-sharing  agree¬ 
ment  with  Newsworthy,  which  means  it 
costs  virtually  nothing.  He  says  some 
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Media,  NBC  Universal,  and  The  Neu'  York 
Times. 

For  the  past  year  Rapt  has  been  working 
with  Dow  Jones  and  its  digital  properties, 
including  WSJ.com  and  MarketWatch. 
Brian  Quinn,  the  company's  vice  president 
of  advertising  sales  and  marketing  for  the 
online  division,  says  that  Dow  Jones  sets 
online  ad  rates  —  usually  in  three  tiers  — 
on  an  annual  basis  (just  like  print!).  Rapt 
can  help  with  more-dynamic  pricing  struc¬ 
ture.  “Were  hoping  to  get  more  granular, 
more  real-time  kind  of  stuff,”  says  Quinn. 
“Seasonalitv'  has  changed  so  it  s  verv’  hard  to 
figure  it  out  going  on  your  gut.” 

Dow  Jones  could  even  be  overpricing 
some  space  in  certain  areas  and  could 
benefit  from  a  lower  cost  per  thousand 
(CPM),  if  it  means  more  buys.  When  E^P 
spoke  with  Quinn.  Dow  Jones  was  in  the 
process  of  integrating  Rapt  into  its  systems 
and  was  almost  ready  to  go  live. 

Dow  Jones  already  changed  the  rate  card 
though.  Quinn  adds.  They  are  gingerly  rais¬ 
ing  prices.  Dow  Jones  plans  to  ease  into  it, 
changing  rate  cards  quarterly,  then  monthly 
to  see  if  advertisers  will  blanche. 

Integrating  Rapt  wasn’t  the  smoothest 
process.  “To  be  honest,  it  was  difficult  to 
begin  with,”  says  Quinn.  The  sticking  point 
that  no  one  gave  much  thought  to  was  how 
Rapt  would  interface  with  Dow  Jones’ 
existing  billing  system  —  a  potential  night¬ 
mare,  since  it  maintains  200  rate  cards 
using  Operative’s  Dashboard.  They  worked 
through  it,  and  Quinn  was  happy  that  Rapt 
made  the  necessary  changes  and  stayed  on 
top  of  the  matter. 

“Anyone  that  signs  up  with  [Rjipt]  can 
now  thank  us  for  making  it  easier,”  Quinn 
says.  “We  went  through  a  lot  of  growing 
pains  with  them."  11 
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RICK  BOWMER,  REUTERS,  AUG.  8 

A  WOULD-BE  RESCUER  TRUDGES  THROUGH  A  BLOCKED 

tunnel  at  the  Crandall  Canyon  Mine  near  Huntington, 
Utah,  where  six  coal  miners  were  trapped  two  days 
after  a  collapse.  Some  hope  remained  at  that  point,  as  a  drill 
inched  toward  a  chamber  where  the  six  \ictims  might  have 
waited.  Several  days  later,  another  collapse  led  to  the  deaths  of 
three  members  of  the  rescue  teams,  and  all  hope  for  the 
trapped  miners  soon  evaporated.  —  Greg  Mitchell 


TOP  10  DAILY  NEWSPAPERS 


Newspapers 


Ranked  by  DMA  Reach 


%  Coverage 


Iowa  paper  tops  in  its  DMA 


The  Des  Moines  (Iowa)  Register  42.8% 

The  Richmond  (Va.)  Times-Dispatch  39-5% 

The  Honolulu  Advertiser  39.4% 

The  Post-Standard,  Syracuse,  N.Y  39.1% 

The  Buffalo  (N.Y.)  News  38.4% 

The  Courier-Journal,  Louisville,  Ky.  38.3% 

Milwaukee  (Wis.)  Journal  Sentinel  35.5% 

The  Washington  Post  35.4% 

Austin  American-Statesnian  34.9% 

The  Kansas  City  Star  33.4% 

Source:  Scarborough  Research 


BY  JENNIFER  SABA 

According  to  the 
latest  Scarborough 
Research  report  — 
which  ranks  new’spaper  penetra¬ 
tion  based  on  50  of  the  largest 
designated  market  areas 
(DMAs)  —  The  Des  Moines 
(Iowa)  Register  topped  the  list 
of  newspapers  that  reach  the 
most  adults  in  its  market  for 
daily  and  Sunday  readership. 

On  Sunday,  the  Register  grabs 
56.1%  of  all  adult  readers. 


Scarborough  ran  the  report  for 
metro  areas  as  well.  It’s  a  tighter 
focus  area  than  a  DMA,  but 
more  markets  are  included.  On 
that  list,  w'hich  ranks  183  news¬ 
papers,  The  Flint  {M\ch.)  Jour¬ 
nal  on  an  average  day  reaches 
the  most  adults  in  its  market, 
with  a  coverage  of  54%. 

On  Sunday,  the  Green  Bay 
(Wis.)  Press-Gazette  slots  first  in 
market  penetration.  That  paper 
reaches  73.5%  of  adults  in 
Green  Bav. 
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will  receive  the  2007  As¬ 
sociated  Press  Managing 
Editors  Award  for  Public 
Service., The  honor  will 
be  bestowed  during  the 
group's  conference  Oct. 
3-6  in  Washington,  D.C. 


24  years  and  a  bureau 
chief  in  Rockland;  the 
late  Bill  Caldwell,  long¬ 
time  Maine  Sunday 
Telegram  and  Portland 
Press  Herald  columnist; 
the  late  Peter  Daniborg 


Jr.,  a  State  House 
reporter  for  the  Guy  Gan 
nett  newspapers  in  the 
1950s  and  ’60s;  and 
Robert  Moorebead,  a 
Press  Herald  editor  and 
Morning  Sentinel  GM. 


For  its  exposure  of  poor 
treatment  of  wounded 
veterans  at  the  Walter 
Reed  Army  Medical  Cen¬ 
ter,  The  Washington  Post 


In  October,  the  Maine 
Press  Association  will  in¬ 
duct  into  its  hall  of  fame 
Ted  Sylve.ster,  a  Bangor 
Daily  News  reporter  for 


Tahoe.  Dunn  has  been  the  assistant 
managing  editor  of  The  Daily  Reflector 
in  Greemille,  N.C.,  since  2003. 


Arturo  Duran  has  been  appointed  CEO  of 
ImpreMedia  Digital  LLC,  the  Los  Ange¬ 
les-based  online  subsidiaiy-  of  Spanish- 
language  publisher  ImpreMedia.  He  most 
recently  was  president  of  interactive  and 
business  integration  for  CanWest  Media- 
works.  Mary  Zerafa  has  been  named  \ice 
president/strateg}’.  Zerafa  was  appointed 
general  manager  of  ImpreMedia’s  digital 
efforts  in  2006. 
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: - — ^ -  VIRGINIA 

Bruce  Potter 

!  ^  ^  ■  Bruce  Potter  has  been  appointed  region- 

I  , '  al  publisher  for  Media  General’s  North- 

4  '  ern  Virginia  Community  Newspapers, 

including  the  Potomac  News  and  the 
Manassas  Journal  Messenger.  Potter  has 
c  A  served  as  publisher  of  the  News  Virgin- 

A  ian  in  Waynesboro  since  2003.  Before 

' - that,  he  was  director  of  news  synergj’^  for 

the  Media  General  Publishing  Division  and  served  as  editor  of 
its  NewsBank  content-sharing  network.  Potter  succeeds  Kirk 
Read,  who  has  been  promoted  to  president  of  Media  General's 
Interactive  Media  Division  and  a  company  vice  president. 


BY  SHAWN  MOYNIHAN 


C  O  N  N  E  C  T  1  C  C  1 
Curtiss  Clark  has  been  named  editor  of 
The  Neu'tou'n  Bee.  Clark  has  been  with 
the  newspaper  for  more  than  30  years, 
most  recently  serving  as  managing  editor. 
He  succeeds  R.  Scudder  Smith.  Sherri  Smith 
Baggett  has  been  named  business  manag¬ 
er.  Most  recently,  she  was  assistant 
business  manager. 


F  LORI  I)  A 

Jana  Jones  has  been  appointed  a  vice 
president  at  the  St.  Petersburg  Times, 
in  addition  to  her  existing  title  as  chief 
financial  officer.  Jones  joined  the  Times  as 
CFO  in  2004.  Joe  DeLuca,  vice  president 
and  Tampa  publisher  since  2005,  adds 
operations  to  his  slate  of  responsibilities. 
DeLuca  served  the  newspaper  as  director 
of  operations  from  2001  to  2005.  Jana 
Pappard  has  been  named  vice  president 
of  corporate  communications.  She  most 
recently  served  as  vice  president  of 
organizational  development. 


A  R  1  /.  ()  N  A  vvTote  and  produced  an  entertainment 

Trista  Staars  has  been  named  assistant  news  blog  for  Portfolio  magazine, 
managing  editor  of  the  Sedona  Red  Rock 

News.  Steers  will  continue  her  most  recent  Jay  C.  Ham  has  been  appointed  publisher 
duties  as  the  newspaper’s  citv’  reporter.  of  The  Signal  in  Santa  Clarita.  Harn  most 

recently  sen  ed  as  publisher  of  the  Red 
C  .\  LI  I-  ()  R  \  I  A  Bluff  Daily  News.  John  Boston  has  been 

Tim  Omarzu  has  been  named  managing  named  opinion  page  editor.  Boston  is  a 
editor  of  the  Novato  Advance.  Previously,  longtime  Signal  columnist  and  editor. 
Omarzu  was  managing  editor  at  the 

Sonoma  Valley  Sun.  Eve  Batey  has  been  named  deputv-  manag¬ 

ing  editor/online  at  the  San  Francisco 
John  Arthur  and  John  Montorio  have  been  Chronicle.  Batey  most  recently  was  the 
named  managing  editors  at  the  Los  newspaper's  blogging  and  interactive 

Angeles  Times.  Arthur,  who  will  head  editor.  Andrew  RoSS  has  been  named 

the  news  department,  previously  was  an  interactive  editor.  Previously,  he  was 
assistant  managing  editor.  Montorio,  executive  foreign-national  editor, 

who  most  recently  was  associate  editor, 

will  oversee  features.  Tim  Swanson  has  Paul  Dunn  has  been  named  editor  of  the 

been  named  film  editor.  He  most  recently  Tahoe  Daily  Tribune  in  South  Liike 


CONNECTICUT 

abas  been  named 
vice  president/ 
marketing  and 
corporate  affairs  at  The  Hart¬ 
ford  Courant.  Previously,  she 
served  as  marketing  director. 
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- OBITUARIES 

Ah  Jook  (Jookie)  Ku  . 


(i  I, ()  R  (i  I  A 

Rob  Moore  has  been  named  editor  of  The 
Northeast  Georgian  in  Cornelia.  Moore 
has  ser\  ed  as  news  editor  of  the  twice- 
weekly  newspaper  since  2000. 


97,  Died  .\ug.  6 

EXECUTIVE  DIRECTOR.  HONOLULU  COMMUNITY  MEDIA  COUNCIL 


1  I  1. 1  N  ()  1  S 

Louise  Kiernan  has  been  named  a  senior 
editor  at  the  Chieago  Tribune,  overseeing 
staff’ WTiting  development.  Most  recently, 
she  was  a  projects  writer  for  the  paper. 


The  first  Asian-Americam  reporter  for  The 
Associated  Press  during  World  War  II,  Ah  Jook 
“Jookie"  Ku  was  also  the  first  Asian-American 
female  writer  to  be  hired  by  the  Honolulu  Star-Bulletin. 

Born  in  Kailua,  Hawaii.  Ku  was  the  daughter  of 
immigrant  laborers  from  China,  one  of  15  children  who 
grew  up  on  the  Ewa  Plantation  where  her  father  was  a  field 
boss.  Although  her  parents  believed  girls  were  not  deser\-  ^ 
ing  of  an  education,  Ku  won  a  scholarship  to  Mid-Pacific  Institute  and  earned 
an  education  degree  from  the  Universitv-  of  Hawaii.  In  1935,  she  graduated  from  the 
Universit}-  of  Missouri  School  of  Journalism. 

Ku  returned  to  Honolulu  and  rejoined  the  Star-Bulletin  (where  she  had  contributed 
as  a  high  school  correspondent),  and  then  went  to  work  for  the  Associated  Press  from 
1943  to  1946.  After  a  stint  as  English  editor  at  the  nationalist  Chinese  government 
information  office  in  Nanking,  upon  her  return  to  Hawaii  Ku  entered  the  public 
relations  field,  working  for  the  Hawaii  Employers  Council,  the  Salvation  Army, 
and  the  state’s  Department  of  Education.  She  retired  in  1975. 

That  same  year,  she  became  executive  director  of  the  Honolulu  Communit>-  Media 
Council,  a  nonprofit  group  founded  in  1970  to  strengthen  public  support  for  First 
Amendment  freedoms  and  promote  public  access  to  information,  among  other  aims. 
She  remained  involved  nith  the  Council  for  more  than  25  years,  and  in  2002  she  was 
honored  with  its  Fletcher  Knebel  Award  for  outstanding  contributions  to  journalism. 


I  M)  1  A  N  A 

Jeremiah  Turner  has  been  appointed 
publisher  of  the  Tribune-Star  in  Terre 
Haute,  Ind.  Turner  was  named  director 
of  advertising  in  2002. 


Devlin  G.  Toth  has  been  appointed  circula¬ 
tion  director  for  KPC  Media  Group  Inc., 
which  publishes  dailies  in  Angola, 
Auburn,  and  KendalMlle,  Ind.  Devlin 
most  recently  was  circulation  director 
of  The  Times  in  Pawtucket  and  The  Call 
in  Woonsocket.  R.I. 


K  E  N  I  C  C  K  ^ 

Dave  Eldridge  has  been  appointed  publish¬ 
er  of  the  Winehester  Sun.  Pre\-iously,  he 
was  publisher  of  The  Jessamine  Journal 
in  Nicholas%-ille.  He  succeeds  James 
Kroemer,  who  has  been  named  publisher 
of  The  Goshen  (Ind.)  News. 


Laura  Hagan  has  been  named  editor  of  The 
News  Herald  in  Owenton.  She  has  serx  ed 
as  a  staff  writer  since  2006. 


GANNETT  CO.  INC 
HAS  SOLD 


1.0  l  I  .S  I  A  N  \ 

Edward  A.  Nichols  Jr.  has  been  appointed 
publisher  of  the  Southwest  Daily  News  in 
Sulphur,  The  Vinton  Neics,  and  The  Fort 
Polk  Guardian.  Nichols  most  recently 
served  as  \ice  president  and  publisher  of 
The  Daily  Press  of  Victoirille.  Calif. 


Obserner-Dispxtch 
Polcc  sweep  CofiMI 
^  Rockford  Re&bier  Star 

'^^‘%MaMr'W)slipstirStar 


ROCKFORD  (IL)  REGISTER  STAR 

(61,782  daily  and  73,671  Sunday  circulation) 

HUNTINGTON  (WV)  HERALD-DISPATCH 

(28,075  daily  and  34,140  Sunday  circulation) 

NORWICH  (CT)  BULLETIN 

(26,252  daily  and  29,332  Sunday  circulation) 

UTICA  (NY)  OBSERVER-DISPATCH 

(42,266  daily  and  49,494  Sunday  circulation) 


M  I  N  N  I.  s  ()  I  A 
Jeffrey  Hage  has  been  named  managing 
editor  of  The  Fergus  Falls  Daily  Journal. 
Hage  most  recently  was  a  reporter  for  the 
Chippeica  Herald  in  Chippewa  Falls,  Wis. 


.M  I  S  S  I  S  S  I  P  P  I 
Richard  Mathauer  has  been  appointed 
associate  publisher  of  the  DeSoto  Appeal. 
He  most  recently  was  director  of  advertis¬ 
ing  for  Memphis  Business  Journal. 


TO 

GATEHOUSE  MEDIA  INC 


We  are  pleased  to  have  represented  Gannett  Co.  Inc  in  this  transaction. 


N  EVA  DA 

Nathan  Orme  has  been  named  editor  oiThe 
Daily  Sparks  Tribune.  Orme  has  worked 
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Chauncey  Bailey 

57,  Died  Aug.  2 

EDITOR,  OAKLAND  POST 

HAUNCEY  Bailey, 
editor  of  the  Oak- 
land  Post  and  a  former 
reporter  for  the  Oakland 
Tribune,  met  a  tragic 
end  when  he  was  slain 
by  a  masked  gunman 
while  walking  to  work. 
Bailey’s  paper  had  been 
investigating  alleged 
financial  wrongdoing 
by  Your  Black  Muslim 
Baker)',  a  local  establish¬ 
ment.  Joshua  Bey,  a 
19-year-old  hand\Tnan, 
has  been  charged  with 
the  murder. 

An  Oakland  native, 
Baile)'  attended  a  1974 
summer  program  for 
minorit)' journalists  be¬ 
fore  landing  a  job  at  The 


Detroit  News,  where  he 
worked  for  10  years 
before  returning  to  his 
hometown.  He  then  spent 
12  years  as  a  beat  reporter 
for  the  Oakland  Tribune. 

Bailey  became  known 
as  an  outspoken  advocate 
for  the  black  communit)' 
and  an  unabashed  critic 
of  corrupt  officials.  In 
2005  he  was  fired  from 
the  Tribune  for  ethics 
violations,  and  went  on 
to  work  for  the  Post  as 
a  freelance  foreign 
correspondent.  He  was 
appointed  editor  in  June. 

Jesus  de  Polanco 

77,  Died  July  21 

PRESIDENT.  PRISA  MEDIA  GROUP 
RESIDENT  OF  THE 

Prisa  media  group, 
Jesus  de  Polanco  was 


one  of  Spain’s  most 
powerful  and  prosperous 
businessmen,  control¬ 
ling  a  media  empire  that 
included  newspapers, 
tele\ision,  and  radio. 

A  controversial  figure, 
he  was  credited  on 
one  hand  with  helping 
restore  a  free  press  in 
the  country  following 
the  death  of  dictator 
Francisco  Franco  in  the 
mid-1970s,  while  being 
criticized  on  the  other 
for  benefiting  from  close 
ties  to  the  countrj  ’s 
Socialist  part)'. 

De  Polanco  launched 
the  national  daily  El 
Pais  in  1976,  soon  after 
Franco’s  death,  as  the 
countr)'  initiated  a 
tumultuous  transition 
toward  democracy. 


ARKANSAS 

Lawrence 
Albarado 

has  been  named 
projects  editor 
for  the  Arkansas 
Democrat-Gazette.  Previously, 
he  was  news  editor  for  The 
Commercial  Appeal  in  Memphis. 


as  a  staff  writer  for  The  Californian  in 
Temecula.  He  succeeds  Angela  Mann. 

.\  1:  W  .1  K  K  s  i  :  \ 

Paul  C.  Grzella  has  been  named  managing 
editor  of  the  Courier  News  in  Bridgewater. 
Grzella  most  recently  seiwed  as  managing 
editor/news. 

\l  W  >()RK 

Terry  Jimenez  has  been  appointed  publish¬ 
er  of  ainNewYbrk.  Jimenez  also  is  \ice 


The  entire  team  at 


COLOR  WEB  PRINTERS 

A  Division  of  Gazette  Communications 


congratulates 


for  her  commitment  to  quality  and  productivity. 


For  more  information  about  Color  Web  Printers  you  can  go  to  our  web  site  at  colorwebprinters.com, 
or  send  an  email  to  sales@colorwebprinters.com. 

.  4700  Bowling  St.  SW  Cedar  Rapids,  lA  52404  •  ph.888-265-1 51 1 
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president  and  chief  financial  officer  of 
Neu'sday  in  Mehille,  and  will  continue  to 
work  in  that  capacity. 


\  1  R  c;  I  M  A 

Dwayne  Yancey  has  been  named  senior 
editor  of  new-  channels  —  a  newly  created 


position  —  at  The  Roanoke  Times.  Yancey 
has  served  as  assistant  managing  editor 
since  2000. 


David  Blum  has  been  named  editor  in 
chief  of  the  New  York  Press  and  editorial 
director  of  parent  company  Manhattan 
Media’s  Community  Newspaper  Group. 
Blum  was  editor  in  chief  of  The  Village 
Voice  from  September  2006  through 
March  2007. 

()  II  I  O 

Jeff  Gauger  has  been  named  e.xecutive 
editor  of  The  Repository  in  Canton. 
Gauger  most  recently  was  managing 
editor  of  the  Rockford  (Ill.)  Register  Star. 

I’  l.N  NS  Y  l,  \  AN  I  A 
Mike  Leary  and  Sandra  Long  have  been 
named  co-managing  editors  at  The 
Philadelphia  Inquirer.  Leaiy  joins  the 
newspaper  from  The  Sun  of  Baltimore, 
where  he  was  assistant  managing  editor 
for  metro  news.  Long  most  recently 
seiz  ed  as  deputy  managing  editor. 

Gabriel  Escobar  has  been  named  metro 
editor.  Preuously,  he  was  a  correspondent 
and  city  editor  at  The  Wa.shington  Post. 
Carl  Lavin  has  been  named  deputy  manag¬ 
ing  editor  for  online  and  multimedia. 
La\in  most  recently  was  deputy  managing 
editor/news.  VemOd  Loeb  has  been  named 
deputy  managing  editor  for  the  metro, 
business  news,  national/foreign,  and 
education  desks.  Loeb  most  recently  was 
a  staff  writer  for  the  Washington  Post. 

SOI  Til  CAROLINA 
Parks  Rogers  has  been  named  \ice 
president  of  advertising  at  The  State  in 
Columbia.  Rogers  most  recently  was  vice 
president  of  sales  and  marketing  for  the 
Fayetteville  Publishing  Co.  in  North 
Carolina. 

I  i:  \  A  s 

Roger  D.  Underwood  has  been  appointed 
publisher  of  the  Port  Arthur  News  and 
group  publisher  for  the  Southeast  Te.xas 
Publishing  Group  of  CNHI.  Underwood 
most  recently  served  as  publisher  of  the 
Jackson  County  Floridan  in  Marianna. 

Ginger  Jenkins  is  the  new  editor  of  the 
Hardin  County  News  in  Lumberton. 
Jenkins  most  recently  was  a  freelance 
writer  for  the  Howston  Chronicle.  She 
succeeds  Rachel  Cox.  who  has  left  the 
paper  to  become  communities  editor  for 
The  Beaumont  Enterprise. 


TCSmbSSO  workgroup  Publishing  Solutions 

A  complete  end-to-end  publishing  system,  providing  a  seamless,  centralized  way  to  control  and  track  your  production 
and  manage  the  content  created  by  all  your  writers,  graphic  artists,  page  layout  and  web  designers.  Our  nnedia-neutral 
database  allows  you  to  manage  and  track  all  of  your  digital  assets  enterprise-wide  We've  integrated  standard  industry 
applications,  including  QuarkXPress,  Microsoft  Word,  and  Adobe  Creative  Suite 

Solutions... 

•  Archiving  •  PhotoOesk 

•  Content  Approval  •  Production  Tracking 

•  Database  Publishing  •  Web  Publishing  (XML) 

•  Digital  Asset  Management  •  Workgroup  Publishing 

•  Editorial 


Process  Automation 
Highly  Configurable 
Cross-Platform 
Content  Server 
Modular  /  Scalable 
Open  Architecture 


aQile 

^ENTERPRISE 
Ybur  Publishing  Solutions  i  Services  Provider  Since  1993 


for  more  mfo  please  visit  us  at.. 
wvvw.AgileEnterprise.com 
Sales  Inquiries:  603.584.1777  x200 


DV 

&M 


ANTEEBO  PUBLISHERS  INC. 
I  HAS  SOLD 

GROSSE  POINTE  (Ml)  NEWS 

(11,870  weekly  circulation) 

POINTE  OF  PURCHASE 

(12,975  weekly  distribution) 

YOUR  HOME 

(12,650  weekly  distribution) 

TO 

POINT  NEWS  GROUP  LLC 


Grosse  Ibir^  Nc^ 

Kerrheval  Place  arrurd 

j^wm  Orj^ateiuii 


We  are  pleased  to  have  represented  Anteebo  Publishers  Inc. 
i  in  this  transaction. _ _ 
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It’s  a  wide  world  of  sports  bullies  out  there,  and  the  National 
Football  League’s  logo-vest  stunt  is  only  the  latest  example 


Another  pro  sports  season, 
another  outrageous  demand 
on  the  sports  press.  That’s 
the  way  it  goes  nowadays, 
from  NFL  training  camps  in  Berea.  Ohio, 
and  Bourbonnais.  Ill.,  to  this  year’s  Rugb\' 
Cup  in  France  and  the  home  grounds  of 
Australian  rules  football. 

.\11  the  world  ox  er,  professional  sports 
leagues  and  sanctioning  authorities  are  in¬ 
creasingly  adopting  the  same  overarching 
goals  for  the  news  media:  restrict  their 
access,  regulate  their  content  in  ways  no 
government  in  the  free 
world  would  dare  —  and 
turn  them  into  props  for 
money-making  marketing 
and  sponsorship  deals. 

That  last  goal  is  plainly 
the  motivation  for  the 
National  Football  League’s 
latest  diktat  to  sports 
journalists.  This  season,  the 
league  has  decreed,  sideline 
photographers  must  wear  “securiU  ’’  vests 
emblazoned  with  the  corjiorate  logos  of 
Canon  and  Reebok.  Working  journalists 
must  become  walking  billboards,  or  their 
credentials  will  be  pulled. 

Thanks  to  loud  protests  from  the 
American  SocietA'  of  Newspaper  Editors 
(ASNE)  and  Associated  Press  Managing 
Editors  (APME),  the  ludicrous  vest 
regulation  has  at  least  come  to  public- 
attention.  But  fans  may  be  surprised  to 
know  that  the  NFL  quietly  slipped  in 
another  restriction  on  the  press  this  season 
that  directly  impacts  how  much  they  can 
learn  about  teams  or  players. 

For  on-demand  news  of  their  teams,  fans 
in  the  past  couple  of  seasons  have  come 
to  rel\-  on  the  \ideo  clips  of  players  and 


coaches  that  many  newspapers  record  and 
post.  But  eveiy-  NFL  team  now  runs  its  own 
Web  site  with  "exclusb  e”  softball  interciews 
and  features.  So  to  cripple  competition 
from  newspapers  and  other  outsiders,  the 
league  is  forbidding  them  Irom  posting 
more  than  45  seconds  per  da>'  of  \ideo  shot 
at  team  facilities.  That’s  45  seconds  per  da,\‘ 
to  feature  press  conferences,  quarterback 
controversies,  trade  rumors,  injuiy  reports, 
and  evercthing  else  on  the  run-up  to  any 
gi\  en  Sunday.  No  room  there  for  fans  to  see 
for  themseh  es  how  players  and  coaches 
handle  those  i>eskA-  real 
questions  from  real 
reporters. 

Sadly,  it’s  the  same 
the  world  over.  Consider 
some  rules  imposed  in 
just  the  last  few  months. 
The  .Australian  Football 
League  banned  photogra¬ 
phers  for  foreign  news  or¬ 
ganizations  from  its  home 
grounds.  Organizers  of  this  year’s  Rugby 
Cup.  stealing  a  play  from  the  2006  soccer 
World  Cup.  are  dictating  severe  limits  on 
\ideo  and  photos  that  can  be  posted  by 
newspapers  and  other  news  media. 

The  good  news  is  that  pushing  back 
works.  The  World  Cup  rescinded  its  press 
restrictions,  and  though  the  Rugby  Cup 
was  holding  tough  as  the  September 
games  approached,  organizers  ha\  e  eased 
some  rules.  U.S.  newspapers  successftilly 
fought  piust  attempts  by  professional 
basketball  and  women’s  golf  leagues  to 
take  \irtual  ownership  of  press  photos 
after  initial  publication. 

Newspapers  —  and  sports  fans  —  owe 
.ASNE  and  .APME  thanks  for  taking  the 
fight  to  the  autocratic  NFL  bullies. 


The  press  needs 
to  take  a  stand 
and  push  back 
against  restric¬ 
tions  by  sports 
organizations. 
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PRESSING  ISSUES 


About  'Times’ and  other  terms 


For  upcoming  book,  researcher  looks  into  odd  and  historical 
newspaper  names  and  asks,  what’s  up  with  ‘Bazoo’? 


IT  ALL  STARTED  FOR  JiM  BeRNHARD,  A  FORMER  NEWSPAPER 
editor  in  Houston,  about  five  years  ago  on  a  \isit  to 
Jefferson,  Texas.  He  saw  a  bunch  of  people  reading  the  local 
weekly,  the  Jefferson  Jimplecute  (circulation  2,700)  and 
wondered  how  it  got  its  rather  inscrutable  name.  “No  one 
could  tell  me,”  he  explained  recently,  thus  inspiring  several  years  of 
research  that  resulted  in  a  book  to  be  published  this  month  by  the 
University  of  Missouri  Press  titled  Porcupine,  Picayune,  &  Post: 
Hou.' Nexospapers  Get  Their  Names. 

Along  the  way  he  collected  a  slew  of  odd  or  endearing  names,  from 


A  (the  Chateau  Acantha  in  Montana)  to  Z 
(J'he  Canyon  County  Zephyr  in  Utah).  Yes, 
Virginia,  there  was  once  a  paper  in  Alaska 
called  the  KiHliuk  Fi.sh  Wrapper  ^  Litter 
Bo.i  Liner. 

The  Unterrified  Demoerat  has  nothing 
to  do  with  Hillar\-  Clinton.  Its  a  paper  in 
Linn.  Mo.,  founded  in  1866,  and  one  of  the 
longest  continuoush'  published  newspapers 
in  that  state  —  and  in  the  past  it  has  often 
shown  a  Republican  bias.  There’s  also  a 
chapter  in  the  book  on  fictional  pajiers. 
among  them  The  Daily  Planet  (Metropolis) 
and  Herald-Star  (Lake  Wobegon). 

It’s  bad  enough  that  most  of  us  don’t 
know  where  “Gazette”  or  “Jounial”  come 
from.  But  what  about  a  “Bazoo”  or 
“Pantagraph”? 

Bernhard,  a  copy  editor  and  a.ssistant 
cit>'  editor  at  the  old  Houston  Press  in  the 
1960s  (before  working  in  theater)  told  me 
that  he’s  always  had  a  fascination  with 
newspaper  “nameplates.”  Izx)king  more 
deeply,  he  found  that  60%  of  the  titles  used 
in  English-speaking  papers  emerge  from  a 
pool  of  15,  with  “News”  followed  ckxsely 
by  “Times,”  and  then  the  usual  Journals, 
Tribunes,  Rec'ords,  and  the  like.  But  where 


did  these  names  actually  come  from? 

“Gazette,”  he  found,  stemmed  from  the 
name  of  a  l6th-centuiy' Venetian  coin,  a 
ga~eta.  The  French  later  transfonned  this  to 


“gazette.”  Similarly,  “picajime”  wiis  the 
French  name  of  a  li\  e-cent  Spanish  coin 
used  in  New  Orleans  when  the  paper  of 
that  name  was  founded  in  the  1830s. 
Charging  a  measly  picaume  undercut  the 
competitors,  which  sold  for  twice  that, 
Bernhard  relates.  So  its  logo  was  also  its 
street  price. 

“Journal  ”  comes  from  the  Latin  “diuma.” 
Romans  called  compendiums  of  news  post¬ 
ed  at  forums  and  other  public  places  “Acta 
Diurna”  (daih'  e^•cnts).  Julius  Cae.sar  later 
ordered  these  collections  hand-copied  and 
delh  ered  to  other  spots  around  the  empire. 


leading  Bernhard  to  not-quite-seriously 
label  these  “the  first  newspapers.”  Well,  they 
did  include  birth  and  death  notices  —  and 
an  astrolog\-  column. 

"The  satirist  Juvenal,”  Bernhard  reveals, 
mentions  a  Roman  housewife  “pausing  in 
her  domestic  tasks  to  read  the  Acta  Diuma, 
much  as  a  homemaker  today  might  scan 
the  headlines  of  the  National  Enquirer 
over  a  second  cup  of  coffee.” 

Continuing  his  histoiy,  Bernhard  breaks 
down  names  into  categories  such  as  those 
building  on  other  fomis  of  communication 
(Post,  Mail,  Dispatch,  Messenger,  Tele¬ 
graph,  Telegram);  those  that  suggest  the 
paper  is  working  on  behalf  of  readers  (e.g. 
E.\aminer,  Guardian,  Pathfinder,  Vindica¬ 
tor,  Plain  Dealer),  or  at  least  shining  a  light 
into  dark  comers  (Beacon,  Sun,  Search¬ 
light,  Star). 

But  forget  all  that:  \\^lat  about  “Baz(K)”? 
“The  jx)et  Walt  WTiitman  in  his  1892  collec¬ 
tion  of  essavs,  November  Boughs,  refers  to 
a  newspaper  in  Missouri  called  the  Bazoo” 
Bernhard  relates.  “It  was  in  Sedalia  in  the 
1870s.  Wliitman  cites  the  name  as  an 
e.xample  of  eccentric  slang  words  of  the 
American  West.  But  as  a  fomier  editor  of 
the  Brooklyn  Eagle,  he  could  have  looked 
much  closer  to  home  and  found  a  Baziw 
in  Elmira,  N.Y.,  as  earh’  as  1877,  as  well  as 
another  in  Tahlequah,  Okla.,  in  1888,  and  a 
short-lived  (one  issue)  militaiy  paper  in 
Arkan.siis  in  1862  known  as  the  Batesville 
Bazzoo  (note  the  two  zs  in  this  one).  The 
Elmira  Bazoo  was  later  changed  to  the 

prim-and-proi^er  Elmira 
Herald: 

There’s  no  agreement  on 
what  “Bazoo”  means, 
though  one  e.xpert  links  it 
to  the  chamiingly  oft’-color 
“wazoo.” 

And  the  one  that  started 
it  all  for  Bernhard,  the 
Jimplecute?  “Fwen  Vic 
Parker,  the  paper’s  publisher  and  editor, 
cannot  swear  to  the  meaning  of  the  name, 
which  has  been  lost  in  the  dim  mists  of  the 
past,”  Bernhard  says.  Parker  offers  several 
possible  explanations.  One:  It  was  the 
name  of  a  fictitious  monster  used  to  scare 
slaves.  M>’  favorite:  A  dmnken  t>pe,setter 
dropped  some  letters  on  the  floor  late  at 
night,  and  that’s  the  word  that  was  spelled 
out. 

But  that  wouldn’t  explain  why  another 
Jimplecute  was  published  in  Spring  Place, 
Ga.,  from  1881  to  1903.  “No  one  knows  how 
it  was  named  either,  “  Bernhard  admits.  11 


A  “Picajiine,”  a  five- 
cent  coin  used  in  New 
Orleans  in  the  1830s, 
was  both  the  price 
and  name  of  one 
local  newspaper. 
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More  Solutions.  More  Service. 
More  Success. 


More  Solutions 


W.M  No  other  solutions  provider  has  more  products  to  help  your 
publication  efficiently  create,  deliver  and  monetize  its  content. 
Our  Editorial,  Production,  Circulation.  Advertising  and  Wireless 
solutions  are  flexible  enough  to  fit  the  demands  of  papers  and 
magazines  of  all  sizes. 


More  Service 


Great  solutions  are  only  as  solid  as  the  service  that  backs  them 
Our  24/7  technical  support  team  is  tops  in  the  industry,  with 
distinct  product  line  specialization,  ensuring  you  get  the  i 
most  knowledge  available  in  the  fastest  time  possible,  m 


More  Success 


^  With  over  1 00  years  of  history  serving  leading  print  publications, 
and  over  3,000  satisfied  customers,  we  have  learned  a  thing  or 
two.  We  continue  to  help  our  customers  not  only  adapt,  but  thrive, 
in  the  increasingly  challenging  media  marketplace. 


More  For  Your  Paper. 


info@mediaspansoftware.com  •  florida  321 .242.5000  •  michigan  734.887.4400  •  www.mediaspansoftware.com 


Saluting  seven  top  managers 

BY  JIM  ROSENBERG 

Regardless  of  how  or  when  they  landed  in 
their  current  positions,  this  year’s  E^P  Produc¬ 
tion  All  Stars  share  in  some  way  two  significant 
career  experiences:  major  building  and  equip¬ 
ment  projects,  and  responsibility  for  commercial  printing. 

Three  other  characteristics  kept  turning  up  in  nominations 
and  interviews:  the  ability  to  work  with  and  develop  staff, 
problem-solving  capabilities,  and  a  serious  commitment 
to  employee  safet>’. 

Just  as  last  year,  candidates  were  selected  by  others  at  their 
newspaper  companies,  and  top  executives  signed  and  sub¬ 
mitted  the  nomination  forms.  The  winners  w^ere  those  who 
received  the  highest  combined  scores  on  several  criteria  by 
the  four  judges  listed  to  the  right.  The  aw^ards  now'  include 
the  additional  category  of  senior  manager. 

E^P  will  donate  $500  in  the  name  of  each  winner  to  the 
International  New'spaper  Group’s  scholarship  fund  for 
college  students.  The  Sept.  19  award  presentations  during 
ING’s  annual  conference  at  the  Hilton  Kansas  City  Airport 
also  will  include  special  recognition  of  the  late  Kim  Foster, 
former  pressroom  manager  for  The  Miami  Herald. 


Final-round  Judges 


♦  Gar^  Watson,  managing  partner 
with  CSW  &  Associates  consultants 
in  Cocoa  Beach,  Fla.  Retired  in  2005 
after  39  years  with  Gannett  Co. 

Inc.,  where  he  was  president  of  its 
newspaper  division  since  1990. 

♦  Jack  Stanley,  retired  in  2002  as 
senior  vice  president/operations  and 
technology  at  the  Houston  Chronicle. 

♦  Ken  Harding,  Denver-based  con¬ 
sultant.  Previously  served  as  Tribune 
Publishing’s  vice  president/operations 
and  distribution.  He  has  specialized  in  | 
newspapers  for  The  Facility  Group,  i 
McClier  Corp.,  designAlliance,  and 

Peter  Lendrum  Associates. 

♦  Judy  Oliver  Busby,  principal  at 
The  Busby  Group,  which  consults  on 
newspaper  process  transformation. 
Recently  served  as  maintenance  and 
engineering  director  at  the  Chicago  | 
Tribune  and  was  a  process  consultant  i 
with  the  former  Blevins  Harding  Group  I 
and  a  newspaper  production  manager. 


SPONSORED  BY  I 

GOSS  1  INTERNATIONAL 
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Adding  3M Built-in  Sensor  Tape  9990 


How  Low  Can  You  Go? 

Everyone  is  concerned  about  streamlining  processes.  Upgrades  can 
improve  efficiency,  dramatically  cutting  paper  waste,  but  unless  you’ve 
also  made  the  switch  to  3M  ”  Built-in  Sensor  Tape  9990.  you'll  never 
know  how  low  your  waste  lev  els  can  go. 

This  high  performance  3M''‘  Splicing  System  is  really  two  tapes  in  one.  with  the 
sensor  built  right  into  the  tape.  No  more  forgotten  or  incorrectly  positioned  sensor  labels.  You 
get  uniform  splices  every  time,  by  every  operator,  w  ith  consistent,  accurate  detection  both  at  the 
reel  stand  and  at  the  dumping  station.  .And  because  3M''‘  Built-in  Sensor  Tape  9990  applies  in  a 
straight-line  pattern,  you  save  preparation  time,  use  a  minimum  amount  of  tape  per  splice  and 
lose  less  paper  in  the  splice  tail.  That  means  more  papers  available  for  circulation. 


For  the  complete  low  dow  n  on  3M  '"  Built-in  Sensor  Tape  9990.  contact  your  3M  representativ  e 
or  call  800-567-1639,  ext.  1655. 
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Ray  Maly  Vice  President  and  Production  Director 
The  Times-Picaijune,  New  Orleans,  La. 


Ray  Maly  has  a  knack  for 

being  in  the  right  place  at  the 
right  —  and  wrong  —  times. 

In  his  New  York  hometown  he  was 
encouraged  b>'  a  commercial  printer,  for 
whom  he  worked  to  pay  his  way  through 
Rochester  Institute  of  Technolog>.  Job 
offers  in  hand,  he  then  sought  the  counsel 
of  his  local  daih  s  general  manager.  With 
his  training,  Maly  should  go  into  news¬ 
papers,  said  future  Gannett  Co.  Chairman 
Allen  Neuharth,  {X)inting  him  to  The  Ithaca 
Journal,  a  nearby  Gannett  paper  installing 
an  offset  press.  "You'll  be  in  a  good  position 
to  grow  with  the  industiy,”  Maly  remem¬ 
bers  Neuharth  sa\ing.  "He  was  right." 

It  also  put  him  in  places  where  he'd  con¬ 
front  immense  natural  forces.  Maly  was  in 
Washington  when  Mount  St.  Helens’  air¬ 
borne  ash  threatened  printing  after  a  1980 
eruption.  A  quarter-centuiy  later,  trucks 
carried  out  his  crew  instead  of  copies  in  the 
wake  of  Hurricane  Katrina’s  de\  astation. 

In  New  Orleans,  Times-Picayune 
General  Manager  Ra\Tnond  Massett  credits 
Maly  with  upgrading  and  e.xpanding  print¬ 
ing  and  packaging,  reducing  waste,  stretch¬ 
ing  news  deadlines,  mentoring,  team 
building,  and  teaching  problem  sohing. 

When  Times-Picayune  Publisher  Ashton 
Phelps  in  June  saluted  his  outgoing  opera¬ 
tions  chief  (now  retiring  after  18  years  at  the 
paper),  he  struck  rivo  main  chords  of  Mah  ’s 
professional  and  personal  life,  calling  him 
“a  tireless  leader  with  a  genuine  interest  in 
people,  whether  employees  or  customers.” 

Indeed.  Maly  led  several  industry  groups 
and  helped  start  and  support  communiri  - 
aid  groups.  Between  printing  for  and  later 
selling  to  commercial  customers,  he  helped 


Career  Highlights 


♦  Worked  for  a  printer,  stud¬ 
ied  print  nianagement  at  PIT 
4-  Joined  The  Ithaca  Journal, 
then  the  St.  Louis  Post- 
Dispatch,  when  both  convert¬ 
ed  to  cold  type  and  offset 
4  Moved  to  Vancouver, 
Wash.,  in  1973,  becoming 
The  Columbian's  production 
manager  and  president  of  its 


commercial  printing  division 
4  Vice  president,  production 
director.  The  Times-Picayune, 
New  Orleans,  since  1989 
4  National  and  regional  group 
leadership;  NAA  R&O,  pack¬ 
aging/distribution  committees 
4  Retired  in  June  and  re¬ 
turned  to  family,  friends,  for¬ 
mer  neighbors  in  Northwest 


usher  in  cold  ripe  and  offset,  moving  from 
that  first  job  in  Ithaca  to  the  St.  Louis  Post- 
Dispatch  as  it  also  moved  off  letterpress  and 
transmitted  to  a  satellite  plant  by  phone 
line.  During  tours  there,  he  says,  "I  made  a 
lot  of  friends,”  learning  much  about  their 
newspaper  operations  around  the  world. 

At  his  next  stop,  Vancouver,  Wash.,  Malv 
helped  persuade  The  Columbian’s  then- 
publisher,  Don  Campbell,  to  expand  com¬ 
mercial  work.  His  son  and 
ting  division  current  publisher  Scott  says 

:,  production  Maly  made  "a  huge  contri- 
es-Pkayune,  bution”  during  the  “crazv' 

ice  1989  qJ-  conmiercial  print- 

grwp  ^  business  notorious 

1  com’rJrttees  deadlines, 

e  and  re-  Malys  positive  attitude,  he 

friends,  for-  sa>-s,  "helped  every  one  get 
I  Northwest  through  that.”  Until 

eclipsed  by  heatset.  the 


three-shift  operation  took  in  two-thirds  of 
what  the  daily  grossed,  Campbell  recalls. 
“Ray  brought  the  first  round  of  strategic 
planning,”  and  was  “very  progressive,  figur¬ 
ing  out  how  to  take  things  to  the  ne.xt  level.” 

In  turn,  Maly  recalls  Don  Campbell  as 
“open  to  suggestions,”  someone  who  "liked 
to  tiy  new  things,” 
from  PvTofax  plate- 
maker  to  Photon  t\pe- 
setter.  He  still  has  the 
quarter  his  bosses 
tossed  to  see  if  they 
would  buy  the  Photon 
that  year.  (They  did.) 

Decades  later,  Maly 
feels  “it’s  taken  us  way 
too  long”  to  adopt  new 
technolog}'.  “We  think 
too  much  about  our 
own  industiy,”  he  says, 
suggesting  post-press 
look  to  other  indus¬ 
tries  for  automation. 

Younger  managers, 
he  adds,  seem  more 
willing  to  think  in  new 
ways.  But  they  also 
woriy  him.  VV^hile 
affirming  the  value 
that  two-eamer 
households  place 
on  family  time,  he’s 
concerned  by  reports 
from  other,  often  pub¬ 
licly  held  companies 
about  new  managers’ 
commitment.  “It 
seems  to  me  they’re 
just  not  interested  in 
putting  in  e.xtra  hours  needed  to  make 
their  departments  run”  or  accomplish 
special  projects,  he  says.  Happy  that  was 
not  his  experience,  he  remarks;  “I  was 
luck}'  to  be  at  companies  that  w  ere  private,” 
even  w  hile  in  St.  Louis. 

As  technolog}'  changes  the  w  ay  w  ork  gets 
done,  Maly  sees  something  else  hapjjening: 
small  papers  no  longer  needing  production 
directors,  rehing  instead  on  supervisors  re¬ 
porting  to  publishers  or  general  managers. 

Years  ago  Maly  crafted  his  ow'n  mission 
statement:  focus  on  people,  at  work  and  in 
the  communit}'.  With  no  union,  employee 
development  in  New  Orleans  was  easier. 
And  the  Times-Picayune  policy  to  always 
make  personnel  issues  a  priorit}',  he  says, 
"was  perfect  for  my  srile  of  management.” 
Judging  by  others’  comments  on  his  last 
da}'  at  the  papier,  Mai}'  says,  “I  accomplished 
what  I  wanted  to  do.”  —  Jim  Rosenhi'rg 
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Don't  risk  a  single  copy. 


Increase  single-copy  sales  and  generate  new  revenue 
opportunities  with  Muller  Martini's  PowerWrap  system. 
PowerWrap  ensures  package  accuracy  through  advanced 
polywrapping  technology  that  keeps  coupons  and  inserts 
secure.  When  it's  time  for  your  biggest  issues,  it's  time 
for  PowerWrap. 


Muller  Martini  Mailroom  Systems  Inc. 

4444  Innovation  Way 

Allentown,  PA  18109-9404 

Phone:  610-266-7000 

Fax:  610-231-3990 

www.MullerMartiniMS.com 


,  All-new  PowerWrap  System 

PowerWrap  provides  consistent,  reliable 
insert  containment  and  creates  space 
for  onserts  and  on-wrap  advertising. 

^  PowerWrap  is  twice  as  fast  and  more 
;  environmentally  friendly  than  heat  sealing. 


Zoned  inserting 
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A  strong  combination 


The  Seacoast  Media  Group  has  installed  the  first  Goss* 
Magnum  8  press  in  America,  integrated  with  a  new  Goss 
NP642  inserter  to  produce  seven  newspaper  titles  and 
numerous  commercial  projects.  The  proven  technology 
anchors  a  new  production  facility  in  New  Hampshire, 
bringing  dynamic  new  benefits  to  readers  and  advertisers. 

SEACOAST  MEDIA  GROUP  is  a  subsidiary  of 
Ottaway  Newspapers,  Inc.,  a  Dow  Jones  Company. 


INTERNATIONAL 

vvvvvv.gossinternational.com 


Magnum'“  8  2x2  press 


NP642"  inserter 


Versatile  productivity 


Premium,  full-color 
quality  at  90,000  cph 


Web  width,  ribbon  and 
cut-off  versatility 


Heatset,  coldset  and 
combined  production 


r  Simplified  unit  access 
and  operation 


The  strategic  move 


For  publishers  studying  their  next  moves,  the  Flexible 
Printing  System”  delivers  unique  strategic  advantages. 
The  tools  to  master  tomorrow's  challenges  are  available 
today  -  including  vibrant  color,  high  speed,  low  waste,  agile 
operation  and  the  vital  versatility  to  change  formats  easily. 


GOSS  INTERNATIONAL 
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More  than  150,000 


Keith  Pierce  Senior  Vice  President,  Operations 

Detroit  Media  Partnership 


WHEN  Keith  Pierce  arrived  in 
Detroit  in  1993,  he  brought 
a  background  that  included 
production  of  magazines  and  catalogs,  as 
well  as  a  major  metro  daily  that  would  un¬ 
dergo  production  upgrades  and  ownership 
changes  in  a  highly  competitive  market  — 
New  York’s  Daily  Neu's. 

In  many  ways,  his  engineering  and  pro¬ 
duction  experience  was  ideal.  The  Detroit 
Neu's-Detroit  Free  Press  joint  operating 
agreement  soon  would  have  to  decide  how¬ 
to  rationalize  production:  operate  from 
existing  plants,  renovate  and  e.xpand  one 
plant  and  close  the  other,  or  build  an 
entirely  new  plant. 

After  two  to  three  years  of  studying 
market,  distribution,  and  editorial  needs, 
it  selected  the  second  option,  with  a  $177 
million  investment  in  plant  and  equipment 
that  assumed  production  would  not  be  in¬ 
terrupted  and  part  of  the  payback  would 
come  from  commercial  work. 

Pierce  made  it  all  happen.  He  conceived 
and  planned  the  expansion,  was  cited  for 
dedication  and  management  that  led  to  a 
successftil  start-up  and  production  of  both 
papers  in  2005-06,  and,  wrote  Gannett  Co. 
Inc.  Production  Vice  President  J.  Austin 
Ryan  in  Pierce’s  nomination,  “was  instru¬ 
mental  in  securing  several  commercial 
printing  jobs.”  Furthennore,  eveiy-  phase 
was  completed  on  time,  the  project  came  in 
under  budget,  and  capability-  and  quality- 
ex-pectations  were  e.xceeded. 

That’s  quite  an  accomplishment  for  any 
operation,  especially  one  of  Detroit's  size. 
Making  it  more  difficult  w  ere  space  and 
traffic  constraints  at  the  North  Plant,  a 
building  open  to  the  winter  weather; 


Carkkr  Hk;iiijghts 


^  Engineering  director, 
Case-Hoyt  Corp.,  1977-81 
Operations  vice  president. 
Brown  Printing,  1981-85 
Operations  vice  president, 
Foote  &  Davies,  1985-91 
^  Engineering  vice 
president  and  production 
director,  New  York  Daily 
News,  1990-93 


destruction  of  some  facilities  before  the 
construction  of  new  ones;  and  the  need  to 
maintain  production  and  distribution  of 
two  big  daily  new  spapers. 

But  even  as  Detroit  Newspapers  could 
draw-  on  Pierce’s  background.  Pierce  had  to 
contend  with  Detroit’s  backdrop  of  turmoil. 


In  the  summer  of  1995,  about  1,400  w  ork- 
ers  from  six  unions  unsuccessfully  w  ent  on 
strike  at  the  papers,  costing  an  estimated 
$100  million  after  one  year  and  depressing 
circulation  by  about  30%.  Ten  years  later, 
with  the  plant  project  w  ell  under  w  ay, 
changes  at  the  top  seemed  imminent.  Quite 
likely,  how  ever,  the  result  w  as  stabilizing 
w  hen  Gannett  sold  its  Detroit  Neu's  to 
MediaNew  s  Group,  bought  the  Free  Press 
from  JOA  partner  Knight  Ridder,  and 

emerged  with  a  95%  share 
of  the  JOAs  business. 

With  major  labor  issues, 
ow-nership  changes,  and  the 
plant  expansion  behind 
him.  Pierce  has  several 
Gannett  President’s  Rings 
and  an  exiraordinary-  plant 
to  show-  off'.  “We  redesigned 
the  workflow-  completely, 
from  receipt  of  new  sprint 


_ E&tP  PRODUCTION - 

all-stars” 

I 

through  packaging,”  he  told  Ei^P.  \  \ 

Accustomed  to  eight  daily  sections  run 
collect,  Detroit’s  goal  was  to  run  straight 
with  more  color  but  without  reducing  the 
papers’  size.  A  seventh  former  makes  that 
possible.  Predrilled  to  facilitate  a  now- 
accomplished  conversion  to  a  48-inch  web 
width,  its  more  productive  MAN  Roland 
Geoman  presses  w  ere  the  first  with  spray- 
bar  dampeners  and  nickel-coated  cyiinders. 
Prepress  features  not  only  CTP,  but  also 
intelligent  automated  plate  transport.  Press 
and  post-press  are  supplied  by  high-bay- 
automated  storage  and  retrieval.  The 
mailroom  sends  more  papers  directly-  to 


inserters,  w  hich  have  double-out  capability-. 
Copies  pass  through  bundle  distribution 
and  automated  cart  loading  en  route  to 
about  two  dozen  distribution  centers. 

And  as  quality-  improved,  w  aste  declined. 
New  sprint  w  aste  goals  w  ere  exceeded  in  the 
first  year,  hours  per  page  fell,  pieces  per 
hour  rose  substantially,  and  soon  after  the 
operation  w  as  in  full  sw-ing,  the  last-truck- 
out-on-time  percentage  hit  a  record  94%. 

Achie\ing  that  meant  making  the  most 
of  new-  hardw  are  and  softxvare,  and  Pierce 
arranged  some  25,000  hours  of  training  for 
idl  personnel  —  made  possible  by  use 
of  loaners  in  the  pressroom.  With  human 
resources  he  developed  the  Operations 
Leadership  Initiative  for  28  super\isors  and 
managers.  And  with  job  cuts  e.xceeding 
20%  the  year  the  new-  plant  w  as  ready. 
Pierce  ne\-ertheless  saw-  to  it  that  more  than 
half  of  all  promotions  went  to  minority-  and 
female  candidates.  —  Jim  Rosenberg 


Joined  Detroit  Newspa¬ 
pers  as  senior  vice  presi¬ 
dent,  operations,  1993 
-♦-  Three-time  winner  of 
Gannett  Co.'s  President's 
Ring,  and  2004  winner 
of  its  Chairman's  Ring 
Participant  at  Nexpo, 
America  East,  and  Great 
Lakes/Midstates  conferences 
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Keith  Pierce  and  Bernie  Szachara  are 

customer-focused, 
qualitij-obsessed, 
and  foriuard-tliinhing. 

At  Gannett,  they  are  leaders  who 
"connect  the  dots"  operationally  and 
strategically  -  and  quickly  tap  into 
the  benefits  of  new  technologies. 
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50,000-  150,000 


www.editorandpubllsher.coni 


Peg  Schmitz  Vice  President,  Print  Operations 
The  Gazette  ,  Cedar  Rapids,  Iowa 
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Schmitz  was  18  and  a  journalism 
student  when  she  took  what  she  figured 
would  be  a  short  break  from  college  to 
work  in  the  commercial  printing  di\ision 
of  \he  Jackson  Sentinel,  published  twice 
weekly  in  Maquoketa,  Iowa.  “I  liked  the 
challenge  of  production,  getting  engaged 
with  the  customer,  and  getting  involved  in 
the  details,”  she  says. 
By  the  time  Schmitz 
was  19,  she  was  a 
supervisor  —  and  a 
confirmed  production 
person.  She  never 
returned  to  j-school. 

She  moved  on  to 
another  Iowa  paper 
that  was  then  hea\ily 
involved  in  commer¬ 
cial  work,  the  daily 
Clinton  Herald.  After 
10  years,  in  1988,  she 
joined  the  Gazette 
just  as  it  was  getting 
serious  about  taking 
on  substantially  more 
commercial  printing. 
Schmitz  built  the 
commercial-side 
customer  service 
and  graphics  depart¬ 
ments,  and  worked 
for  a  while  in  pre¬ 
press. 

And  then  she  got 
the  call  to  come  down 
and  help  straighten 
out  the  mess  at  the 
new  production 
plant. 

Now  the  Gazette's 
presses  run  constant¬ 
ly,  and  the  plant  has 
become  adept  at  the 
versioning  so  critical  to  commercial  work. 
Among  its  steady  customers  is  King 
Features  syndicate.  The  newspaper  also 
prints  the  Sunday  comics  for  King, 
churning  out  2.7  million  impressions, 
with  about  55  different  versions.  “We’re 
always  taking  jobs,  and  apphing  lean 
manufacturing,”  she  adds. 

The  commercial  mindset  forces  a 
production  director  to  think  of  how  every- 
project  will  affect  the  equipment,  Schmitz 
says:  "You  have  to  consider,  what  is  the 
downtime  tolerance  in  any  project,  and 
what  does  that  drive  in  parts,  in  mainte¬ 
nance.  and  in  support?  It’s  a  big  change, 
and  a  challenge.” 

—  Mark  Fitzgerald 


PRODUCTrON  PtJ\.NT  START-UPS  ARE 

notoriously  fraught  with  difficult}’. 
But  The  Gazette's  was  truly  a 
nightmare. 

It  was  the  late  1990s,  and  the  shaftless 
press  w  as  still  a  fresh  innovation.  The 
Goss  press  that  the  Cedar  Rapids,  Iowa, 
daily  was  getting  utilized  a  press  configu¬ 
ration  that  hadn’t  yet  been  attempted 
with  newspapers  —  and  for  reasons  that 
would  remain  a  mystery  for  a  frustrating- 
ly  long  time,  it  was  not  aligned  correctly. 

The  Gazette  managed  to  publish  every 
day  as  it  struggled  with  the  start-up,  but 
waste  was  unacceptably  high.  Worse, 
the  plant  had  serious  safet}’  issues, 
according  to  Chuck  Peters,  president/ 
CEO  of  The  Gazette  Co.  “It  was  not 
uncommon  for  us  to  have  a  lost-time 
incident  every  30  days,”  he  says. 

Then,  in  2000,  he  put  Peg  Schmitz 
in  charge. 

Schmitz,  the  newspaper’s  \ice  president 
of  print  operations,  arrived  at  a  plant  that 
was  ignoring  safet}’  regulations.  “VV'hen 
you’re  spending  so  much  time  in  chaos 
trying  to  get  product  out,  you  don’t  focus 
on  safet}’,”  she  says.  “There  would  be  a 
web  break,  and  you’d  see  an  operator  try¬ 
ing  to  get  to  it  by  putting  his  arm  through 
the  press.”  Schmitz  set  about  changing  the 
culture  in  the  production  plant. 

She  started  by  getting  key  executives 
engaged  in  safetx’  issues,  and  assembling 
workers  for  monthly  meetings.  She  took  a 
“holistic”  approach  to  safet}’,  showing  how- 
stress  at  work  can  affect  life  at  home.  The 
Gazette  held  classes  on  topics  such  as 
managing  stress  and  substance  abuse. 

“We  even  showed  them  how  caffeine  can 
be  abused,”  Schmitz  recalls. 


Career  Highlights 


4-  Joined  commercial  print¬ 
ing  division  of  twice-weekly 
Jackson  Sentinel,  Maquoke¬ 
ta,  Iowa,  where  she  rose 
to  supervisor,  1976 
4  Left  journalism  school; 
joined  the  daily  Clinton 
(Iowa)  Herald,  1978 
4  Moved  to  The  Gazette  in 


Cedar  Rapids,  Iowa,  1988, 
working  on  the  commercial 
side  in  customer-service 
and  graphics  departments 
and  in  prepress 
4  Named  operations 
director  in  2000 
4  Promoted  to  print  opera¬ 
tions  vice  president,  2001 


It  worked.  The  plant  held  a  celebration 
when  it  went  460  dajs  without  a  single 
lost-time  incident. 

Schmitz  is  leading  another  drive  to 
change  the  culture  at  the  Gazette,  from 
a  newspaper  focus  to  a  commercial  print¬ 
ing  mentalit}’.  “It  is  a  challenging  culture,” 
she  says.  “We’re  treating 
the  newspaper  as  a  com¬ 
mercial  customer  —  we 
even  have  a  rate  card  for 
them.” 

It’s  a  change  that  brings 
Schmitz  back  to  where  she 
started  in  the  business,  on 
the  commercial  printing 
operations  of  a  newspaper. 
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Offer  your  subscribers  a  brand  new  flavour  > 
of  your  publication.  A  ready-to-bro_wse  digital 
edition  that  will  be  delivered  to  your  subscribers 
in  the  true  color  and  spirit  of  your  print  copy  -  on 
new  media  channels  including  Web,  Mobile,  BSS, 
Podcast  and  Social  Media. 

Your  subscribers  can  flip  through  the  pages, 
zoom-in  on  articles,  search  through  the  entire 
edition,  share  it  with  friends  and  personalize 
it  the  way  they  want. 
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experience  for  your  subscribers  with  audio, 
video  and  animation  integrated  seamlessty  in 
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Top  5  Reasons  ^  v  > 

You  Need  Violet  Chemistry-Free  Plates  > 


4 


Thinking  of  going  GREEN?  Go  VIOLET! 


Newspapers  everywhere  are  looking  for  ways  to  reduce  costs  and  save  labor.  Now  with  Agfa's  violet 
chemistry-free  plates  the  need  for  developer  is  eliminated.  That  means  labor  costs  go  down,  quality 
goes  up  and  newspapers  become  better  environmental  citizens. 


1  •  The  Environment 

Chemistry-free  plates  have 
already  been  widely  accept¬ 
ed  as  one  of  the  most  impor¬ 
tant  recent  innovations  to  in¬ 
crease  the  green  credentials 
and  minimize  - 


the  environ 
mental  im 


violet 


2.  Compatible  with  Exist¬ 
ing  Violet  Platesetters 

Approximately  two-thirds 
of  newspapers  have  violet 
CTP  platesetters.  The  main 
reason  for  this  is  a  combina- 

-  tion  of  the 

chemistry-free  benefits  of 


mental  im-  plates  no  developer  is  needed-  violet--un- 

pact  of  many  means  there  is  no  beatable 

commercial  ,  ,  ,  soeed  un- 

printers.  Now  developer  to  dispose  of.  beatable 

newspapers  - ^ -  laser  reli- 

can  enjoy  the  same  benefits  ability,  low  cost  of  ownership. 


newspapers  - 

can  enjoy  the  same  benefits 
with  violet  chemistry-free 
plates.  The  plates  are  exposed 
in  any  30  to  60  mW  violet 
CTP  device.  The  non-image 
area  is  then  removed  with 
a  simple  pH-neutral  wash. 
No  developer  is  needed.That 
means  there  is  no  developer 
to  dispose  of.  Cleaning  out 
the  processor  and  disposing 
of  exhausted  developer  is  no 
longer  required. 


3  •  Total  Cost  Savings 

Cleaning  out  the  processor  is 
a  thing  of  the  past.  In  fact,  the 
chemical  processor  is  no  lon¬ 
ger  needed!  Not  only  are  you 
drastically  reducing  the  labor 
costs  associated  with  proces¬ 
sor  cleaning  and  chemistry 
disposal--but  your  quality  and 
consistency  improve  as  well. 
Chemistry-free  allows  you  to 
take  violet  cost  savings  to  a 
new  level. 


and  excellent  image  quality. 
Agfa's  violet  chemistry-free 
plates  are  compatible  with 
existing  violet  platesetters. 
No  hardware  re-investment 
is  needed.  Other  vendors' 
chemistry-free  plates  require 
new  high-powered  200  mW 
violet  diodes,  making  them 
completely  incompatible 
with  existing  platesetters. 


4.  Improved  Quality  and 
Consistency 

Now  that  you  have  eliminated 
the  processing  variables,  you 
get  a  perfect  plate  every  time 
that  meets  or  beats  quality 
and  performance  standards. 
These  plates  look,  feel,  and 
behave  like  normal  plates.  On- 
press  performance  is  equal  to 
existing  violet  photopolymer 
plates.  And  because  the  plates 
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Violet  Goes  Chemistry-Free \ 
Using  Current  Laser  Power 


Download  the  White  Paper  at 
www.agfa.com/graphics. 

■  I'-  .  ' 


have  a  high-contrast  image,  a 
quick  visual  check  is  all  that 
is  needed  to 
show  any  er¬ 
rors  (i.e.,  impo¬ 
sition).  Com¬ 
petitive  violet 
chemistry-free 
plates  require 
you  to  put  the 
plate  on  press 
to  see  the  image.  With  Agfa's 
violet  chemistry-free  plates 
you  do  not  need  to  use  your 
presses  as  proofers. 

5*  Violet  is  the  Future 

(and  Present) 

There  is  little  dispute  that  vi¬ 
olet  is  the  future  for  newspa¬ 
pers.  Whether  it's  a  traditional 
aluminum  plate  or  chemistry- 
free,  only  violet  technology 
has  the  reliability  require¬ 
ments  that  are  paramount 
for  newspapers.  Newspapers 
are  dependent  on  the  need  to 
produce  plates  quickly  in  the 
short  time  availaible  for  press 
starts.  Simply  put,  violet 
technology  is  the  right  choice 


for  newspapers  today  and  to¬ 
morrow.  And  with  Agfa's  vio¬ 
let  chemistry- 
plates, 
that  choice 
can  also  help 
you  improve 
quality,  save 
money,  and 
be  better  en¬ 
vironmental 
citizens.  All  while  using  your 
existing  platesetters.a 

For  more  information  on  how 
violet  chemistry-free  technol¬ 
ogy  can  improve  your  opera¬ 
tions,  contact: 

Sheila  Nysko 

Business  Development  Manager 
800.540.2432,  ext.  7042 
sheila.nysko@agfa.com 


AGFA 


Not  only  are  violet  chem-  free 
Istry-free  plates  simpler, 
cleaner  and  greener-but 
they  streamline  operations 
and  reduce  total  costs  with 
worry-free  plates... 


4  STEPS  YOU  SHOULD  KNOW 


Agfa's  violet  chemistry-free 
plates  are  coated  on  high  quality 
grained  and  anodized  aluminium. 
The  coating  is  sensitized  to  Violet 
(405nm)  light. 


During  exposure,  the  violet  diode 
hardens  the  image  area.  The  non 
image  remains  un-ex’posed. 


The  -exposed  plate  is  gummed 
with  a  Ph-neutral  solution.  During 
this  process  the  soft,  unexposed 
non-image  area  is  removed  by 
the  gum.  , 


The  finished  plate  looks,  feels 
and  prints  like  a  normal  plate. 
The  plate  isn't  sensitive  to  light, 
and  can  be  stored  prior  to  press 
■  if  needed.  •  . 
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pages)  and  its  28-  or  32-page  TV  tab,  Og¬ 
dens  own  24-inch  weekly^  The  Lake  Placid 
Neu's.  and  three  others’  weekly  broadsheets, 
ranging  from  eight  pages  to  a  34-inch  16- 
pager  in  one  or  two  sections  on  40-lb.  stock 
that  is  “so  labor-intensive  because  our  im¬ 
agesetter’s  not  wide  enough,”  requiring  four 
pages  with  each  color  for  each  side,  he  says. 
“Even,-  single  one  of  these  mns  has  four-up 
color,”  he  continues,  adding,  “I  may  be  the 
foreman,  but  I  do  most  of  the  runs  myself.” 

E.xcept  for  the  assistant  foreman,  other 
departments  share  the  pressroom  crew: 
one  responsible  for  prepress  preparation  in 
editorial,  and  another  w'orking  30  hours 


Rick  Burman 


Pressroom  Foreman 

Adirondack  Daihj  Enterprise,  Lake  saranac,  n.y. 


work”  he  says,  was  “probably  the  most 
satisfring  thing.”  It  certainly  made  running 
process  color  a  lot  easier.  Running  four- 
color  on  four  units  “was  miserable,”  requir¬ 
ing  about  three  hours  a  day  to  repeatedly 
clean  ink  fountains. 

“Rick  works  magic,”  says  Moore,  “making 


From  paperboy  to  prodlxtion 
chief,  Rick  Burman  has  devoted 
three-quarters  of  his  life  to  seeing 
that  readers  receive  his  hometown  paper. 

The  45-year-old  started  and  stayed  at  the 
5,300-circulation  evening  daily  in  northern 
New  York.  As  a  carrier,  he  sometimes  had 
the  opportunifr  to  help  pull  papers  on 
Friday  runs  —  at  5,000  copies,  then  the 
longest  in  the  hot-metal  days,  when  pro¬ 
duction  w  ould  have  until  Monday  to  fi.\  any 
problem.  He  became  a  helper,  then  moved 
to  full-time  work  in  1980. 

As  a  young  assistant  circulation  manager. 
Publisher  Catherine  Moore  counted  what 
Burman  collected.  Today,  she  calls  him 
‘talented,  smart,  loyal,  and  humble,”  and 
pos,sessing  optimism,  diligence,  and  “great 
problem-sohing  skills.” 

Burman  never  accepted  offers  to  move, 
even  within  Ogden  Newspapers.  WTiy  leave, 
he  asks,  when  he  already  lives  where  others 
\  acation?  He  might  once  have  felt  other¬ 
wise.  Not  long  after  being  hired  full  time, 
his  predecessor  retired,  lea\ing  him,  with 
little  training,  to  learn  b>'  trial  and  error. 
Take  blankets,  for  instance:  “I  remember 
repacking  the  unit  sL\  times.” 

Today,  he  continues,  "that  wouldn't 
happen.  There’s  a  lot  more  cooperation  in 
our  chain  now.”  Burman  himself  is  E.\hibit 
A.  WTiile  he  modestly  mentions  helping 
Ogden  sites  in  Minne.sota  and  Ohio,  Moore 
says  he’s  actualh'  also  worked  with  crews  at 
papers  as  distant  as  Florida  and  Hawaii. 

That  only  happened  because  he  learned 
on  the  fly,  especialh  when  he  handled  press 
installations  himself,  expanding  the  Goss 
CommuniU-  from  four  to  sLx  and  then  .seven 
units  with  a  bigger  folder.  “Getting  it  to 


our  job  printers  thrilled  with  the  qualitx  " 
and  the  newspapers  “pop  with  sharji,  \i\id 
color  printing."  All  that,  and  “he  has  kept 
our  waste  veiy  low." 

“I  don't  mind  taking  things  apart,”  says 
Bunnan,  who  learned  the  mechanics  on  the 
job.  Once  again,  Moore  sees  more:  “He 
embraces  new  technolog\'  but  can  keep  old 
equipment  going  way  past  its  expected  life,” 
she  .sa>  s,  citing  e\  eiything  from  platemak¬ 
ing  to  bundling.  On  press,  Bunnan  ordinar¬ 
ily  changes  rolls  him.self: 
“The  only  thing  I  usually  try 
to  pawn  off  on  other  people 
is  cleaning  blankets.  I've 
done  that  for  so  long. 

“We  do  a  fair  amount  of 
commercial  work,”  Burman 
adds,  noting  that  volume 
varies  by  day.  The  hea\iest, 
Wednesday,  Upically  calls 
for  the  Enterprise  (up  to  16 


per  week  as  a  delivery  driver. 

“Prepress  is  reall>’  the  biggest  issue  for 
us,”  says  Bunnan,  who,  while  noting  his 
paper  recently  acquired  a  wider  imageset¬ 
ter,  hopes  to  have  the  chance  to  output  from 
computer  to  plate  before  retiring. 

UTien  that  day  comes,  he  adds,  those 
who  follow  him  into  production  manage¬ 
ment  will  find  a  familiar  en\ironment.  “I 
think  it  will  continue  the  same  way,”  he 
says.  The  industry  “will  try  to  do  more  with 
less,"  especially  in  prepress. 

Clearly,  ha\ing  Rick  Burman  at  work  is 
a  plus.  But  what  about  working  for  him? 
Injuries?  None,  ever.  Equipment  is  kept 
safe  and  employees  trained  and  protected. 

I>eaming?  Always.  “Direct,  fair  and  firm,” 
in  Moore’s  words,  Burman  trained  many, 
among  them  Ogden’s  first  female  press 
operator  —  whom  he  hired  and  for  whom 
he  built  the  platform  that  proxided  her  the 
required  reach.  —  Jim  Rosenberg 


4  Began  delivering  the 
Adirondack  Daily  Enterprise 
in  the  early  1970s,  where 
he  soon  was  helping  pull 
Friday  press  runs 
4  By  1980  was  working  full 
tinie  in  the  pressroom 
4  Wrung  four-color  printing 
from  a  four-unit  Goss 
Community  press 


4  SeK-installed  two  more 
units,  and,  in  2004,  a  sev¬ 
enth  unit  and  bigger  folder 
4^  Hired  and  trained  Ogden 
Newspapers'  first  female 
press  operator  in  the  late 
1980s 

♦  Traveled  to  assist  nine 
other  Ogden  sites  in  six  states, 
from  New  York  to  Hawaii 
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Other  services  include: 


PPSI  provides  a  full  spectrum  of  services  from 
design  and  manufacture  tolpstallation  and 
commissioning  of  all  types  of|Kwspaper  and 
commercial  presses.  All  these  services  are 
carried  out  in-house  by  our  team  of  highly 
trained  engineers  and  technicians,  effectively 
reducing  the  need  to  involve  a||pourced 
subcontractors. 


Used  Press  Remanufacture 
Folder  Upgrades 

Press  Removals  and  Installations 
Press  Storage 
Press  Sales  and  Purchases 
Press  Audits 

Bearing  and  Vibration  Analysis 
Print  Training 
Project  Management 


PPSI  Model  80,  3  High  Compact  converting 
existing  GOSS  Metro  Mono  Unit  to  a  4  High 
•t  the  Sacramento  Bee  California. 


condition  Colorliner 
%  back  to  back  color, 
'fr  immediately  available. 
‘22-3/4"  (578mm) 


Available  as  press  additions  or  full  presses 
Choice  of  reelstands  and  folders 
Upgraded  to  the  latest  in  shaftless  technology 
with  warranties 

n  be  custom  engineered  to  suit  your  requirements 
additional  or  full  Colour  capacity 

^key  quotations  available 


sales(a)ppsi. co.uk 

PPSI  international 

newspaper  &  commercial  press  solutioris 


UK  Head  Office 

Sellers  Street  Works,  Preston 
Lancashire  PR1  5EU 
United  Kingdom 

T.  +44(0)1772  797050 
F.  +44(0)1772  705761 


North  American  Head  Office 

223  Rue  Normand  ^ 

Ville  Lachine,  Montreal 
Quebec  HSR  1A3  . 

T.  916  595  04,75 
M.  425  314  2818  , 


Career  Highlights 


in  the  world  to  use  SandyScreen  image¬ 
screening  technology-  (which  uses  a  geomet¬ 
ric  and  edged  form  rather  than  the 
traditional  screening  dot),  developed  by  the 
Swiss  company.  “The  images  resolve  much 
easier  to  the  eye,”  Szachara  says.  “You  don’t 
see  that  noticeable  dot  or  rosette  pattern.” 

This  particular  fash- 
ion-ward  technology 
^  J^HP  gives  the  a  cut- 

K  ting  edge  in  their  rela- 

^  tively  new  commercial 

H  printing  ventures,  too. 

B  SandyScreen  screen- 

ing  produces,  eifec- 
V  a 

B  screen  —  allowing  the 

1  newspaper's  MAN- 

|D  H  Roland  Geoman  cold- 

B  set  to  achieve  heatset 

I  quality.  “That  gives  us 

the  ability  to  more 
Cl  tightly  and  closely 

^  "V”  B  compete  with  com- 

mercial  printers,” 
BB|2B|  Szachara  says, 

f./  Zi&C  qusJity  is  be- 

^  ing  recognized  not  just 

by  printing  customers, 
but  globally.  The  paper 
inducted  into  the 
International  Color 
[  I^^^B  Quality  Club  for 

I  I^^^B  2006-  2008,  ranking 

I  I  it  among  the  50  best 

I  h^^^B  newspapers  in  the 

i  "orid  for  the  third 

I  BsllBI  consecutive  vear. 

I  admission  to  the 

prestigious  club  was  a 
long-term  process  of  culture  change,  says 
Sziichara:  “I  don’t  think  you  can  just  focus 
on  ‘getting  into  the  club'  —  and  the  ne.\t  day- 
sort  of  go  back  to  the  usual.  It  has  to  be  part 
of  your  culture,  and  sort  of  bred  into  what 
you  do  every-  day.” 

Another  part  of  operations  culture  at 
Rochester  is  an  emphasis  on  developing 
diversity-  in  the  production  ranks  and 
management.  By  working  with  the  mailers 
union  and  recruiting  outside  of  traditional 
venues,  the  D^C  has  a  dh  erse  w  orkl’orce 
that  allow  ed  it  to  promote  internal  candi¬ 
dates  into  four  key  management  positions 
in  the  past  several  y  ears.  And  Szachara 
firmly-  believes  they’ll  be  leading  an 
industry  with  a  robust  future.  “I  think  too 
often  we  get  caught  up  in  our  history-,  our 
glorified  history-,  and  w  e  can’t  afford  that.” 
he  says.  “We  have  to  continually-  embrace 
change,  or  w  e’ll  be  passed  by  .” 


Bernie  Szachara  vie 

Democrat  and  Chronicle. 


Michael  G.  Kane,  publisher  of 
the  Democrat  and  Chronicle  in 
Rochester,  N.Y.,  first  describes 
Bemie  Szachara  as  a  “kind  of  renaissance 
production  director.”  It’s  an  apt  description, 
because  as  the  DC^C’s  \ice  president  of 
operations,  Szachara  has  responsibilities 
in  areas  ranging  from  the  traditional  press, 
post-press,  and  mailrooms  to  circulation 
and  information  technology-. 

But  perhaps  because  the  renaissance 
reference  is  a  little  too  redolent  of  the  past, 
Kane  amends  that.  “I  think  Bemie  repre¬ 
sents  the  future  of  operations,”  he  says.  “I 
harken  back  to  when  I  got  into  the  business 
in  the  early  1980s,  when  people  fairly  or  un¬ 
fairly  had  a  certain  stereoty-pe.”  Back  then, 
production  e.xecutives  w  ere  e.vpected  to  stick 
to  machines,  and  that  w  as  fine  with  them. 

Szachara,  though,  has  a  wide  interest  and 
knowledge  of  all  comers  of  the  new  spaper 
business.  In  2006,  he  was  a  key  player  in 
putting  together  the  D^Cs  strategic  plan. 
He  was  in  charge  of  the  two-year-long,  86.5 
million  renovation  of  the  paper’s  downtow-n 
offices,  building  a  training  center  that  holds 
200  people,  creating  new-  w  ork  spaces  for 
the  advertising  and  online  departments, 
and  car\ing  out  a  place  for  the  new-  custom¬ 
publishing  business.  “He  helps  me  priori¬ 
tize  and  plan  for  all  our  capital  im  estments 
and  operations,”  Kane  says.  “That’s  some¬ 
thing  you  wouldn’t  say  about  a  production 
director  15  years  ago.” 

The  Democrat  and  Chronicle  w  as  once 
the  hometow-n  paper  of  Gannett  Co.’s 
headquarters,  and  has  long  been  the  place 
w  here  the  nation’s  largest  newspaper  chain 
tries  out  the  very  latest  in  equipment  and 
s^stems.  “With  Kodak  and  R.I.T.  in  our 


backy  ard,  we  should  be  the  leaders  in 
inno\-ation,”  Kane  adds. 

It’s  appropriate,  then,  that  Szachara 
comes  out  of  the  Rochester  Institute  of 
Technology-.  He  did  his  undergraduate  in¬ 
ternship  at  the  D^C,  w  hich  foreshadow  ed 
a  professional  career  spient  entirely  w-ith 
Gannett.  His  first  professional  job  w  as  as 
prixluction  coordinator  for  USA  Tmlay  at 
its  Marin,  Calif.,  site. 

In  Rochester,  Szachara 

♦  Production  director  at  has  accelerated  the  paper’s 

the  Press  &  Sun-Bulletin,  pursuit  of  new-  tools.  The 
Binghamton,  N.Y.,  1994  DdC,  for  instance,  was  the 

♦  Gannett  Co.  Newspaper  U  S  paper  to  adopt 

Division  imaging  integration  ^ computer-to-plate 
director,  1997  .  ,  ,  ..  , 

rv.  ,  j  f-u  I  technology.  We  saw  it  at 
•T  Democrat  and  Chronicle  ,, 

production  vice  president,  ^expo  that  year,  and  be- 
2002;  operations  vice  ^  adopter,” 

president,  2007  he  says.  Rochester  is  also 

one  of  the  very-  few  papers 


♦  Rochester,  N.Y.,  Democ¬ 
rat  and  Chronicle  intern 
-4-  Graduated  Rochester 
Institute  of  Technology 
4  USA  Today  production 
coordinator  at  Marin  (Calif.) 
Independent  Journal,  1988 
Production  director  for 
the  Muskogee  (Okla.)  Daily 
Phoenix  &  Times-Democrat 
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If  you  are  about  to  undertake  one  of  the  largest 
investments  in  a  generation,  choosing  the  right 
architectural  design  firm  can  make 
a  world  of  difference. 


CONGRATULATIONS 
TO  THE  2007 
ALL  STARS! 


Rick  Burman 
Press  Foreman 
Adirondack  Daily  Enterprise 

William  King 
Production  Director 
McClatchy  Company 
The  Island  Packet 
The  Beaufort  Gazette 

Ray  Maly 

VP  -  Production  Director 
The  Times  Picayune 

Keith  Pierce 
SVP  -  Operations 
Gannett  /  Detroit 

Peg  Schmitz 

VP  -  Print  Operations 

The  Gazette  Company 

Kris  Smith 
Production  Director 
Rockford  Register  Star 

Bernie  Szachara 
VP  -  Production 
Rochester  Democrat  and 
Chronicle 


DARIO  DESIGNS  is  now  the  #1  newspaper  architectural  firm 
IN  THE  WORLD. 

We  have  served  the  newspaper  industry  longer  than  any  company 
IN  THE  WORLD. 

We  have  more  people  dedicated  to  newspapers  than  anyone 
IN  THE  WORLD. 

We  have  completed  more  successful  newspaper  projects  than  anyone 

IN  THE  WORLD. 

We  have  an  employee  base  with  more  newspaper  industry 
experience  than  anyone 
IN  THE  WORLD. 


We  have  diverse  experience  in: 


Architecture 
Compressed  Air 
System  Design 
Disaster  Recovery 
Planning 

Electrical  Engineering 
Energy  Audits 
Environmental  &  Safety 
Audits 

Equipment  Manning 

Studies 

Estimating 


Existing  Conditions 
Documentation 
Feasibility  Studies 
Fire  Protection  Engineering 
Front  to  Back  Analysis 
Ink  System  Design 
Masterplanning 
Mechanical  Engineering 
Newsroom  Design 
Operational  Cost  Studies 
Phase  I  Environmental 
Plumbing  Engineering 


Production  Equipment 
Procurement 

Production  Equipment  Selection 

&  Layout 

Programming 

R.O.  Water  System  Design 
Schematic  Design 
Site  Searches 
Space  Planning 
Strategic  Planning 
Structural  Engineering 
Vacuum  System  Design 


DARIO  DESIGNS  has  a  world-wide  reputation  for  the  highest  level  of 
integrity,  hard  work,  and  creativity.  We  will  strive  to  maintain  this  reputation. 

At  DARIO  DESIGNS  we  make  a  WORLD  OF  DIFFERENCE. 


A  n  I  d  29  BARTLETT  STREET 

5  MARLBORO.  MA  01 752 

^  ^  I  ^  IL  I  Q  508-877-4444  FAX  877-4474 
WWW.DARIODESIGNS.COM 

THE  Newspaper  /  Media  Facility  Design  Specialists 


^  MKK 
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\Neb  Cleaning  on  Newspaper  Presses 

"Five  million  impressions 
without  cleaning  blankets!" 

f  W' 


•  •• 


John  Vlaar;  Project  leader, 
Telegraof  Group,  Amsterdam 


Read  the  full  story  at 

www.baldwintech.com 


t  Works..  Jetstream  1000  from  Baldwin 


Philippe  Ordas,  Production 
Manager,  Le  Monde  Imprimerie, 
Ivry/Paris  j 


Read  the  full  story  at 

www.baldwintech.com 


EfcfPPRODyCTIflN- 

ALL-STARS 


POST-PRESS 


50,000-  150,000 


Kris  Smith  Production  Director 
Rockford  (Ill.)  Register  Star 


So  HOW  DO  YOU  CELEBRATE  BEING 
one  of  the  last  dailies  of  your  size  to 
move  from  an  aged  letterpress  to  an 
automated,  computer-driven  color  offset 
press?  At  the  Rockford  (Ill.)  Register  Star, 
Production  Director  Kris  Smith  and  the 
pressroom  crew  marked  the  last  night  of 
letterpress  by  letting  the  39-year-old  Hoe 
press  rip. 

“They  got  her  up  to  60,000  copies  an 
hour  just  to  see  how  fast  she  could  go,” 
Smith  recalls  of  that  April  2006  night. 
“The  whole  place  was  vibrating,  and  felt 
like  it  was  going  to  blow.  But  at  that  point 
we  figured,  what  difference  would  it 
make?” 

Certainly  Smith  deserved  a  blowout 
after  the  seven  years  of  long  days  and 
nights  of  planning,  purchasing,  erecting, 
and  training  production  and  editorial 
employees  in  a  S28  million  project.  The 
new  addition  to  the  Register  Star's  down¬ 
town  offices  houses  a  five-tower  KBA 
Colora  press,  computer-to-plate  technolo- 
gv’,  and  commercial  printing  capabilities 
such  as  stitching  and  gluing. 

Smith  e.xperienced  all  the  tvpical  —  and 
not  so  tvpical  —  challenges  that  arise  in 
building  and  shaking  down  a  new  produc¬ 
tion  facilitv'.  There  was,  for  instance,  the 
encounter  with  a  massive  sewer  pipe  30 
feet  below  the  surface.  “The  mother  of  all 
sewer  pipes,  as  we  affectionately  called 
it,”  laughs  Register  Star  President  and 
Publisher  Fritz  Jacobi.  The  pipe,  laid 
during  the  Depression,  had  to  be  rerouted 
before  building  could  even  begin. 

On  top  of  that,  the  newspaper  was  se¬ 
lected  to  be  the  first  Gannett  Co.  daily  to 
switch  to  lightweight  newsprint.  “Initially, 


Carker  Highlights 


4'  Degree  in  journalism  from 
Western  Illinois  University 
4  Part-time  plate  maker  for 
the  Rockford  (III.)  Register 
Star,  1983;  full  time, 

1984;  night  platemaking 
manager,  1986;  platemak¬ 
ing  day  manager,  1992 
4  Named  prepress  manag¬ 
er,  1994;  named  production 


we  thought  we’d  start  on  30-pound  news¬ 
print,  but  we  figured  we  might  as  well  go  to 
27.7  pounds  since  our  guys  vvere  basically 
going  to  be  learning  evervthing  at  the  same 
time  amway,”  Smith  says.  With  so  much 
equipment,  processing,  and  material  being 
introduced  at  the  same  time  as  lighter 


newsprint,  it  was  tough  to  isolate  the 
causes  of  the  inevitably  more  frequent  web 
breaks  and  increased  show-through.  “It 
was  hard  to  determine  if  it  was  press- 
related  problems  or  paper-related  prob¬ 
lems,”  she  recalls.  “At  the  end  of  the  day, 
we  determined  it  was  a  little  bit  of  both.” 

During  construction,  and  as  the  project 
came  online.  Smith  oversaw  an  intensive 
training  effort  to  teach  production  people 
evervthing  from  the  funda¬ 
mentals  of  offset  lithogra¬ 
phy’s  ink  and  water  balance 
to  the  computerized 
workings  of  the  Colora. 

Editorial  folks  vvere 
taught  how  to  take  advan¬ 
tage  of  vastly  improved 
color  and  qualitv-  capabili¬ 
ties  in  moving  from  the 
80-line-per-inch  image 


printing  of  letterpress  to  120  lines  on  the 
new  offset  equipment. 

“The  dream  of  any  publisher  is  to  have 
something  come  in  on  time  and  under 
budget,  and  Kris  with  all  her  attention  to 
detail  was  able  to  do  both,”  says  publisher 
Jacobi. 

The  commercial  capabilitv'  that  Smith 
created  is  way  ahead  of  plan:  Under  that 
original  plan,  it  was  e.xpected  to  generate 
$350,000  of  business  by  2011.  “We  did 
that  in  the  first  three  months,”  she  says. 
Jacobi  says  the  paper  e.xpects  to  reach 
beyond  the  S3  million  revenue  mark  by 
the  end  of  the  year. 


Within  eight  weeks  of  being  on  edition 
with  the  new  press,  the  Register  Star 
picked  up  the  contract  to  print  The 
Onion’s  national,  Chicago,  and  Wisconsin 
editions.  The  alternative  Cleveland  Free 
Times  and  others  soon  followed.  Now, 
under  GateHouse  Media  Inc.  ownership 
since  April,  the  Register  Star  also  prints 
its  new  sister  newspaper.  The  Journal 
Standard  in  nearby  Freeport. 

Smith  says  she  warmed  to  newspaper 
operations  while  earning  her  degree  in 
journalism  at  Western  Illinois  Universitv’ 
in  the  late  1970s:  “By  the  third  year  of 
school,  I  realized  I  liked  the  production 
end  of  things  more  than  I  liked  the  writing 
end  of  things.”  In  1983,  she  took  her  first 
newspaper  job,  as  a  part-time  platemaker 
at  the  Register  Star.  “A  year  later,  I  went 
full  time,  and  —  well,  over  the  years  I 
moved  up  the  ladder.”  —  Mark  Fitzgerald 


operations  manager,  1997 
4  Named  production 
director,  2001 
4  In  2006,  led  major  pro¬ 
duction  upgrade,  expansion 
4  Gannett  President’s  Ring, 
2007 

4  After  first  three  nwnths, 
achieved  commercial-printing 
revenue  goal  set  for  201 1 
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To  the  Star  of  the 

Star  and  the 

1 

,  King  of  the  Island 

M  ■  ;  -  .  *•  _  •  :  ■  _ 

-  r.'  ■  ,  O  •  ' 


Congratulations  to  Kris  Smith,  of  the  Rockford 
Register  Star,  and  William  King,  of  The  Island  Packet, 
for  your  well-deserved  recognition  as  E&P  Production 
All  Stars,  2007!  At  KBA,  we're  proud  to  be  judged  by 
the  company  we  keep. 


% 


800.522.7521  •  E-Mail:  newspaperpress@kba-usa.com 


See  it.  Believe  it.  Run  It.  Profit. 
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Less  than  50,000 


William  King  Production  Director 

The  Island  Packet,  The  Beaufort  Gazette,  Biutfton,  s.c. 


Looking  for  work  after  his 
Na\y  discharge  in  1984,  former 
missile  systems  specialist  William 
King  took  a  job  in  North  Carolina  as  a 
press  apprentice.  Soon  after  starting,  the 
Mt.  Olive  Tribune's  press  broke  down,  and 
he  fixed  its  Fincor  drive.  In  1989  he  moved 
to  the  weekly  Smithjield  (N.C.)  Herald. 

The  Daniels  family,  owners  of  the  Raleigh 
Neu's  £5?  Observer,  published  both  papers. 

A  year  later,  the  McClatchy  Co.  bought 
the  Daniels'  South  Carolina  newspapers, 
marking  the  start  of  the  West  Coast 
group’s  transformation  into  the  nation's 
third-largest  newspaper  chain.  It  also 
spelled  changes  for  King,  who  in  the 
meantime  had  risen  to  production  manag¬ 
er  in  Smithfield. 

In  1995,  McClatchy  bought  the  N^O 
and  its  affiliated  weeklies.  Before  the 
decade  was  over.  King's  family  was  moxing 
to  California,  where  for  three  years  he 
ser\  ed  as  The  Fresno  Bee  pressroom 
manager.  It  was  "veiy  productive,"  he  says, 
a  “big  nio\  e  in  my  career."  Fresno  was  the 
group's  “farm  team,"  from  which  many 
would  move  up  in  McClatchy.  According 
to  King,  his  time  there  prepared  him  for  a 
big  project  he  would  soon  manage. 

In  2002  King  was  asked  to  join  The 
Island  Pack  et  in  Hilton  Head.  S.C.  He 
moved  back  east,  and  t\vo  years  later  that 
big  project  was  approved.  A  new  plant  in 
nearb\'  Blufiton  would  produce  the  Packet 
and  its  nearb\’  sister  paper.  The  Beaufort 
Gazette.  In  defining  the  scope,  selecting 
equipment,  and  coordinating  “a  seamless 
transition  from  one  platform  and  plant  to 
the  other,"  says  Publisher  Sara  Johnson 
Borton,  King  “owned  the  project." 


Career  Highlights 


♦  Worked  at  two  North  Caro¬ 
lina  nondailies,  starting  at 
one  as  press  apprentice  in 
1984  and  rising  to  production 
manager  at  the  other 

♦  Moved  to  The  Fresno  Bee 
in  1999,  serving  as  press¬ 
room  manager  for  three  years 

♦  Joined  The  Island  Packet, 
Hilton  Head,  S.C.  in  2002 


4’  As  production  director  for 
the  McClatchy  Co.'s  Low- 
country  operations,  in  2004 
oversaw  project  to  consoli¬ 
date  Packet  and  Gazette 
production  and  packaging 
on  new  equipment  at  a  new 
plant  in  Bluffton 
4  Operations  transfer  to  the 
new  facility  in  January  2007 


From  his  first  problem  press  drive  to  the 
management  of  people  and  projects.  King 
credits  Na\y  training  for  his  successes. 

He  says  troubleshooting  skills  he  learned 
in  the  militaiy  apph'  not  onh  to  electrical 
or  mechanical  difficulties,  but  akso  to  most 
other  aspects  of  production  management. 
“1  would  definitely  hire  someone  with  a 
militaiy  background  in  a  heartbeat,"  he 
adds,  explaining  that  troubleshooting  is 
taught  so  well,  and  in  a 
director  for  manner  that  is  widely 

o.'s  Low-  applicable  and  especially 

IS,  in  2004  valuable  in  a  deadline- 
to  consoli-  dri\en  business.  In  fact,  his 
Gazette  most  recent  hire  arri\ed 

Marine  Corps  experi- 
ence  m  electrical  control 
nsfer  to  the  s\  stems  on  F/A-18  jets, 

nuary  2007  look  at  the  Packet  and 

Gazette  tells  part  of  the 


stoiy.  Some  numbers  tell  much  of  the  rest: 
one  minor  injuiy  under  King's  ongoing 
safetx'  training  and  reward  programs;  4% 
less  waste  on  a  1968  press  and  ahead  of 
manufacturer's  projections  on  the  new 
press;  closing  in  on  20%  lower  costs  for 
2007;  hour-later  news  deadlines  and  hour- 
earlier  newspaper  deliveries.  And  King's 

I  100%  faith  in  his  crew, 
adds  Borton,  accounts 
for  no  turnover  during 
the  move  to  a  more 
distant  and  technically 
challenging  plant. 

Continued  growth 
and  learning  opportu¬ 
nities  count  on  “the 
positive  side  of  the 
business"  for  King. 

A  chief  frustration: 
“continued  loss  of 
control"  of  products 
to  be  inserted,  where 
one  bad  insert  can 
slow  the  entire 
process.  Designed 
only  to  appeal  to 
retailers,  he  says,  an 
insert  often  shows  no 
thought  was  given  to 
“how  this  thing  is 
going  to  be  put  into 
the  newspaper.” 

KBA’s  first  l-by-4 
Prisma  press  is  the 
centerpiece  of  the 
roomier  new  plant, 
which  also  has  a  CTP 
workflow  and  new 
mailroom  and  distri¬ 
bution  systems.  Copies  from  both  folders 
head  to  dual  stack-down  positions.  Insert¬ 
ing  is  strictly  oftline,  with  double-out 
capabilit}-  and  mid-out  con\  eyor.  Stick\  - 
note  applicators  are  on  off’-press  and 
inserter  conveyors. 

By  fall,  Muller  Martini's  SAM  system 
will  upload  business  and  ad\  ertising  data 
to  mailroom  machines. 

For  those  now  coming  into  production 
management,  says  King,  the  biggest  chal¬ 
lenge  will  be  figuring  out  “a  better  way  to 
justift’  the  expense"  of  new  equipment.  “The 
goal  is  to  spec  new  press  equipment  with 
the  capability  of  producing  outside  work  to 
create  new  sources  of  revenue,  while  at  the 
same  time  using  these  new  tools  to  enhance 
our  existing  newspaper  products,"  he  adds. 
“We  can  offer  more  options  internally  to 
our  editorial  and  advertising  departments 
with  this  new  equipment."  —J//n  Rosenberg 
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MAN  Roland  congratulates  the  E&P  Production  All-Stars. 
You  hit  a  home  run  every  time  you  step  up  to  the  plate. 


Ball  players  have  it  easy.  A  hit  every  third  at  bat  makes  them  all-star  material.  Becoming  an  E&P  Production  All-Star,  on  the  other 
hand,  presents  a  greater  challenge  that  results  in  a  greater  achievement.  That’s  why  MAN  Roland  is  proud  to  be  the  press  provider 
for  so  many  E&P  Production  All-Stars.  This  year’s  winners  include  Keith  Pierce,  Senior  Vice  President  /  Operations,  at  Detroit 
Media  Partnership,  and  Bernie  Szachara,  Vice  President  /  Operations,  at  the  Rochester  Democrat  and  Chronicle.  They  have  the 
talent  and  skills  to  make  sure  every  edition  is  a  hit  with  readers  and  advertisers.  And  their  timing  is  always  perfect,  as  they  make 
those  impossible  deadlines  become  possible  every  day.  We  congratulate  Keith  and  Bernie  on  being  named  E&P  Production 
All-Stars.  MAN  Roland  looks  forward  to  being  a  vital  member  of  their  teams  for  many  seasons  to  come. 


MAN  Roland  Inc.  -  WE  ARE  PRINT. 
630.920.3587  •  www.manroland.com 


I 


E&ppeoDyciioii 

ALL  STARS 


Kim  Foster  Pressroom  Manager 
The  Miami  Herald 


Kim  Foster  stood  head  and 
shoulders  abo\  e  most  of  us 
at  The  Miami  Herald  and  El 
Nuei'o  Herald,  literally  and  figurative¬ 
ly.  Her  tenacit\’,  focus,  sense  of  purpose 
in  the  newspaper  business,  and  humor 
made  her  a  person  one  is  fortunate  to 
know.  While  Kim's  life  was  short  in 
years  —  she  was  40  when  she  passed 
away  in  November  200.5  —  it  was  long 
in  lessons  for  all  of  us. 

I  first  heard  about  Kim  in  1990 
when  she  was  a  mailroom  super\isor, 
before  her  move  to  become  a  press- 
room  assistant  manager  and.  ultimate- 
ly,  in  1992,  the  Miami  Heralds  pressroom 
manager  —  one  of  the  first  women  to  hold 
such  a  position  at  a  major  metro.  Kim  led  a 
team  of  several  hundred  associates  with  in- 
tegrit}’,  a  sense  of  fairness,  and  a  dedication 
to  pushing  the  limits  of  best-in-class.  With 


Kim  Foster,  in  The  Miami  Herald  pressroom  circa 
1989.  She  was  named  pressroom  manager  in  1992. 

1  her  indomitable  spirit,  she  brought  the 
i  team  along  with  her  —  and  took  the  press- 
a  room  through  several  ph  otal  transitions. 

1-  She  focused  on  customers,  making  sure 
in  the  paper  was  delivered  on  time  and  in 
h  good  shape.  But  she  also  understood  the 


2007 


needs  of  the  newsroom  and  advertising  to 
get  the  most  up-to-date  information  in  the 
seven-plus  daily  editions  of  the  Miami 
Herald  and  El  Nuei'o  Herald  produced  in 
the  late  1980s  and  earh'  ’90s  (not  counting 
14  "Neighbors”  sections  tv\ice  a  week). 

On  a  personal  le\  el,  Kim  was  there  for 
her  company,  her  colleagues,  her  communi- 
t\-,  and  her  family  —  much  like  someone 
she  greatly  admired,  former  Knight  Bidder 
CEO  Jim  Batten.  Affiliated  with  Knight 
Bidder  for  two  decades  (both  as  a  produc¬ 
tion  executive  and  as  a  human  resources  e.\- 
ecutive  at  The  Charlotte  Observer),  she  was 
active  in  her  communitx’  and  dedicated  to 
her  husband,  Franz,  and  their  three  daugh¬ 
ters,  Christina,  Diane,  and  Samantha. 

I'll  always  remember  after  Hurricane 
Andrew,  in  August  1992,  working  around 
the  clock  with  Kim  in  production  (I  was  in 
prepress  at  the  time),  delivering  informa¬ 
tion  that  ser\ed  as  a  lifeline  for  the  com- 
munitx'.  It  was  one  of  the  Herald s  finest 
hours  —  when  Kim  stood  as  a  leader 
among  leaders.  —  Sabrina  Croic 

Crow  is  marketing  media  group  senior 
vice  president  at  Nielsen  Business  Media. 


CONGRATULATIONS 


WILLIAM  KING 

ISLAND  PACKET  AND 
BEAUFORT  GAZETTE 
PRODUCTION 
DIRECTOR 

FOR  BEING  NAMED  TO 
EDITOR  &  PUBLISHER'S 
PRESTIGIOUS  LIST  OF 

2007  PRODUCTION 
ALL^STARS 


WILLIAM  KING  •  PRODUCTION  DIRECTOR  OF  THE  .SLANO  PACKET  AND  THE  BEAUFORT  GAZETTE 


Sorviuj*'  Ililloit  Head  Island,  HIninoii,  Beaui'ort  and  the  Sea  Islands  of  Sonlli  C'arolina 
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Producing  maximum 
revenue  to  optimize 
your  ROI  sweetspot. 


Presenting  the  only  production  insert  packaging  system  designed  to 
accommodate  inserted,  paper  wrapped  or  plastic  wrapped  packages.  With 
easier,  faster  setup,  centralized  control  and  low  maintenance  costs,  the  A855  system 
is  the  inserter  of  choice  in  packaging  departments  around  the  world.  The  configuration 
choices  are  many,  and  all  of  them  offer  the  same  characteristics  of  reliability  and  high 
production  throughput  that  you’ve  come  to  expect  from  the  Schur  family  of  products. 
Let  us  help  you  drive  revenue  right  into  your  ROI  sweetspot. 


Call  us  at  847.619.0068  for  examples  of  how  we’ve  helped  newspapers  all  i 

over  the  country,  and  how  Schur  can  put  your  mailroom  in  the  ROI  sweetspot. 

1  A600  Stacker 


S  Schur* 


Schur  Packaging  Systems,  Inc. 

Schaumburg  •  Illinois  •  USA 

P:  847.619.0068  •  F:  847.619.0353  •  www.schur.com 


CeOO0  Schur  PftcAagrig  SyMnw. 
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BY  JENNIFER  SABA 


The  Mississippi  River  has  served  as  a  divider  and 
natural  barrier  for  St.  Paul  and  Minneapolis  and  their 
respective  newspapers,  and  each  daily  has  cleaved  to  its 
own  sense  of  uniqueness.  There  are  only  a  few  similar 
markets  in  the  United  States,  and  the  one  most  often 
compared  to  the  Twin  Cities,  Dallas/Ft.  Worth,  actually  has  plenty  of 
geography  separating  the  two  major  dailies,  so  they  can  comfortably 
operate  as  distinct,  if  competitive,  entities. 

The  two  Minnesota  cities,  on  the  other  hand,  back  into  each  other. 


In  an  industn’  in  which  papers  are  often 
subsumed  by  their  competitors,  it’s  rare 
that  Minnesota  has  the  luxury  of  support¬ 
ing  two  papers,  the  St.  Paul  Pioneer  Press 
and  the  Star  Tribune. 

But  that  could  change.  The  newspaper- 
operating  en\ironment  has  deteriorated  so 
quickly  that  St.  Paul  and  Minneapolis,  con¬ 
sidered  one  designated  market  area  —  or 
DMA,  a  measurement  used  by  advertisers  to 
parcel  out  dollars  —  is  in  danger  of  becoming 
a  one-horse  town.  On  top  of  the  plummeting 
advertising  revenue  affecting  big  metros 
ever^•^vhere.  both  papers  have  brand-new 
owners  —  and  are  now  embroiled  in  a  heated 


lawsuit  stemming  from  the  Pioneer  Press 
publisher  who  crossed  the  river  to  head  up 
the  competing  Star  Tribune. 

Par  Ridder  s  decamping  for  the  Star 
Tribune  w;is  already  unusual  by  industiy 
standards,  but  it's  pro\ing  to  be  even 
more  impactful  than  anyone  could  have 
imagined.  In  the  lawsuit  brought  by 
Pioneer  Pre.'ts  owner  MediaNews  Group 
earlier  this  summer.  Ridder  testified  in  a 
Ramsey  County  courthouse  in  St.  Paul 
that  he  took  Pioneer  Press  proprietary 
advertising  information,  including  sjx^cific 
rates,  and  shared  that  information  with 
executi\es  at  his  new  paper. 


With  newspaper  after  newspaper  report¬ 
ing  alarming  double-digit  losses  in  advertis¬ 
ing  revenue,  a  competitor  armed  with  rate 
information  could,  in  the  \iew  of  several 
newspaper  execs  who  declined  to  be  identi¬ 
fied  for  this  story,  tip  the  advantage  to  the 
Star  Tribune. 

The  backslapping,  boys-club  aesthetic  that 
publishers  have  long  enjoyed  in  this  industry 
is  gi\ing  way  to  a  much  more  competitive, 
some  might  even  say  mean-spirited  atmos- 
phem  as  newspapers  look  for  ways  to  surxive 
the  transition  from  print  to  the  Web.  The 
Ridder  court  hearing  only  underscores  how 
difticult  things  have  become,  particularly  for 
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An  eager  crowd  in  down¬ 
town  St.  Paul  lines  up  for 
copies  of  a  Pioneer  Press 
extra  after  the  Korean  War 
truce  was  signed. 


Gloiy  days 

“1  think  if  you  go  way  back, 
despite  these  two  cities  being 
light  next  to  each  other,  there 
was  quite  a  sense  of  .separate 
identitv  ”  for  the  two  dailies,  says 
Rick  Edmonds,  a  business  ana¬ 
lyst  with  the  PoNTJter  Institute. 

Edmonds  should  know  —  he  News  ed 
grew  up  in  Minneapolis  and 
worked  as  an  intern  at  the  Star  Tribune 
during  the  summer  of  1968.  “For  many 
years,  both  papers  did  well,”  he  adds. 

The  Pioneer  Press  —  along  with  the  St. 
Paul  Disjxitch  —  was  one  of  the  first  papers 
purchased  by  the  Ridder  family  in  the 
1920s  and  the  cit>’  ser\  ed  as  the  headquar¬ 
ters  for  Ridder  Publications  Inc.  Bernard 
H.  Ridder  Jr.,  the  father  of  Anthony  Ridder 
and  grandfather  of  Par  Ridder,  managed 
the  St.  Paul  pap>ers  in  the  late  19.50s  as 
publisher,  sjjending  25  years  in  Minnesota. 
Several  members  of  the  Ridder  family 
worked  their  way  through  the  Pioneer 
Press,  ultimately  stamping  that  paper  with 
the  Ridder  name  in  the  same  way  as  the 
Knight  family  was  associated  v\ith  the 
Akron  (Ohio)  Beacon  Journal. 

For  its  part. 


the  Star  Tribune 
started  as  one  of 
three  newspapers 
—  the  oldest  of 
which  was  The 
Minneapolis 
Tribune,  founded 
in  1867.  At  the 
time,  Minneapolis 


Daily _ 

Star  Tribune 
St  Paul  Pioneer  Press 


News  editors  and  one  managing  editor  at  right  gather  at 
the  news  desk  of  the  Minneapolis  Star  on  April  18,  1956. 

<une  played  the  pipsqueak  to  St.  Pauls  tough 

any  in  terms  of  population  and  amenities. 

>.  Minneapolis  was  half  the  size  of  St.  Paul; 

he  St.  the  cit>’  didn’t  have  a  fire  department, 

t  papers  sewage  system,  or  water  supply,  according 
he  to  the  Star  Tribunes  history, 

dquar-  In  1935,  the  Cowles  family  purchased  the 
mard  smallest  of  three  papers  in  Minneapolis,  the 

Ridder  Star  —  eventually  combining  it  with  the 
laged  M i n  neapolis  Jou  rnal  into  an  evening  paper 

as  as  the  cit>’  prospered.  In  1941  the  family 

inesota.  bought  the  morning  Tribune,  and  in  1982 
ily  the  pajiers  merged  under  the  banner 

■er  MinneajxJis  Star  anti  Tribune.  Five  years 

er  with  later,  it  became  known  as  the  Star  Tribune. 

5  the  “Ix'gend  has  it,  for  years  the  Ridder  fami- 

he  ly  and  the  Cowles  family  had  a  gentlemen’s 

agreement  they  wouldn’t  cro.ss  the  river," 
explains  Ken 

CROSSOVER  READERSHIP 
IN  THE  TWIN  CITIES 

Percent  of  adults  who  read  the  paper  yesterday  and  an  editor  with 

_ Minneapolis  St.  Paul  the  Pioneer  Press 

46%  30%  from  1986  to 

eer  Press  7%  48%  1997.  That  was 

c  c  .K.,  scotched  in  the 

Source:  Scartiofough  Research 

late  1980s  when 


Minneapolis  St.  Paul 
46%  30% 

7%  48% 

Source:  Scartiorough  Research 


The  pressure  mounts 

But  over  the  past  decade,  the  operating 
fundamentals  of  the  newspaper  industiy 
ha\  e  changed  drastically  —  and  nowhere  is 
that  shift  felt  more  strongly  than  in  big 
markets,  never  mind  big  markets  that  boast 
more  than  one  daily.  The  pre.ssure  ro.se  so 
quickly  that  over  a  year-and-a-half  periixl, 
three  major  newspaper  companies  in  the 
countiy  changed  ownership,  starting  in 
2006  with  McClatchy’s  purchase  of  Knight 
Ridder.  That  affected  the  Twin  Cities  when 
McClatchy  quickly  decided  to  jetti.son  12 
former  Knight  Ridder  profierties,  with  the 
Pi-Press  citing  antitnist  i.ssues  with  the 
holdo\er  Tribune. 

McClatchy  briefly  ojx'rated  the  Pioneer 
Press  "blindfolded"  until  the  company  could 
find  a  buyer,  explained  Mc-Clatchy  CEO 
Gaiy  Pniitt  in  a  video  deposition  during  the 
Par  Ridder  trial.  Only  one  person  within 
Pniitt’s  organiziition  knew  the  financial 


metros  that  operate  in  the  same  sphere. 

Former  Merrill  Lvuch  newspaper  analyst 
Lauren  Rich  Fine  sums  up  the  Minnesota 
situation  bluntly;  “There  should  be  only 
one  paper.  Think  how  many  markets  have 
two  newspapers,  and  how  many  of  those 
operate  under  a  JOA.” 

Already  there  have  been  rumblings  that 
the  “Strib”  and  “Pi-Press”  are  headed  for 
joint  ownership,  especially  since  Pioneer 
Press  overseer  MediaNews  Group  runs 
several  such  operations.  MediaNew's  CEO 
Dean  Singleton  claims  a  joint  agreement 
hasn’t  even  entered  his  thought  process: 
“There  has  never  been  any  discussion  of  a 
JOA  at  this  point  because  both  newspapers 
are  profitable,  and  as  you  know,  one  paper 
has  to  be  unprofitable.” 

In  any  event,  both  papers  — 
which  have  enjoyed  prosperift- 
in  the  past  —  are  headed  for  a 
rough  battle  in  which  only  one 
might  emerge. 


Star  Tribune  Publisher 
Roger  Parkinson  was  fly¬ 
ing  back  to  Minneapolis, 
looked  down  from  the 
descending  plane,  and 
declared  that  Minneapo¬ 
lis  was  one  big  city,  not 
two.  Doctor  recalls. 

St.  Paul  was  there 
for  the  taking.  In  1987, 
under  Parkinson’s  watch, 
the  Star  Tribune  adopted 
the  name  “Star  Tribune,  Newspaper  of 
the  Twin  Cities”  —  and  would  complain 
furiously  whenever  anyone  referred  to  it  as 
the  “Minneapolis  Star  Tribune.” 

The  Star  Tribune  benefited  from 
Minneapolis’  Ixwming  growth  in  the  1980s 
and  1990s  when  it  started  pushing  into  St. 
Paul  territorv'.  The  conditions  were  good. 
The  market  outperformed  the  national 
economic  growth  rate,  recalls  former  5tar 
Tribune  Publisher  Joel  Kramer,  who  cur¬ 
rently  is  exploring  the  possibilift-  of  starting 
an  online  newspaper  in  Minneapolis.  The 
paper’s  growth  rate  caught  McClatchy’s 
attention,  and  the  Sacramento,  Calif.-based 
company  purchased  the  newspaper  from 
the  Cowles  family  in  1998  for  $1.3  billion. 
The  acquisition  brought  McClatchy  new 
cache  and  redefined  the  company  from  a 
small  and  well-managed  newspaper  opera¬ 
tor  to  a  growing  and  noteworthy  chain. 


48  EI)ITOK& PUBI.ISHKK  S  E  1*T  E  M  B  E  R  2  O  O  7 


'ww.editorandpublisher.com 


Maximize  Upsell  Revenues 
WITH  Vision  Web 
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information,  including  the  papers  advertis¬ 
ing  revenue  —  and  that  person  could  not 
share  that  data  with  other  papers  in  the 
group.  “Basically,  we  wouldn’t  be  engaged, 
in\  olved,  or  have  any  knowledge  of  w  hat  was 
going  on  at  the  Pioneer  Prexs^  Pruitt  said  in 
his  deposition. 

In  spring  2006  MediaNews  Group 
scooped  up  the  properh;  along  with  the 
San  Jose  Mercury  Nexcs  in  Santa  Ana,  Calif., 
the  Contra  Costa  (Calif.)  Times,  and  The 
Monterey  (Calif.)  County  Herald  in  a  compli¬ 
cated  Si  billion  transaction  that  in\  ol\  ed 
Hearst,  Gannett,  and  Stephens  Media 
Group.  By  the  end  of  that  year,  McClatchy 
sprang  another  surprise,  selling  the  Star 
Tribune  for  half  of  what  it  paid  (about  $.530 
million)  to  A\ista  Capital  Partners,  stating 
that  the  propert}'  did  not  fit  into  its  portfolio. 

“V\Tien  you  look  back  on  it,  McClatchy 
knew  things  were  going  to  get  worse,”  says 
former  analyst  Fine.  "The  positi\  e  in  all  of 
this  is  McClatchy  had  a  more  honest  sense 
of  what  was  going  on  in  the  market  than 
people  gave  them  credit  for."  Fine,  who  has 
co\  ered  the  newspaper  industiy  for  more 
than  a  decade.  sa\  s  that  with  each  passing 
month,  industry-  revenue  continues  to  drop 
sharply;  “There  is  absoluteh-  no  question  that 


it  remains  incredibly  challenging  for  all  partic¬ 
ipating.  Generalh-  speaking,  it’s  a  nightmare.” 

Cuts  both  xcays 

Since  A\ista  agreed  to  purchase  the  Star 
Tribune,  the  paper  is  reportedly  experiencing 
free  fall.  During  a  McClatchy  Q2  earnings 
call,  Craig  Huber,  a  research  analyst  with 
Lehman  Brothers,  suggested  that  year-to- 
date,  the  Star  Tribune's  EBITDA  is  down 
somewhere  in  the  ballpark  of  40%  to  50%. 

Bidder,  who  has  ser\  ed  as  publisher  of  the 
Star  Tribune  since  March,  announced  the 
paper  needed  to  slash  7%  of  its  staff,  or  145 
positions.  He  told  his  paper  that  over  the 
past  three  years,  total  revenue  had  plummet¬ 
ed  by  S64  million;  classified  revenue 
dropped  23%  in  Ql  compared  to  the  same 
quarter  a  year  ago.  If  that  trend  continued, 
the  S-T  would  be  operating  in  the  red  within 
a  matter  of  18  months,  the  publisher  warned. 
(Bidder  and  representatives  with  A\ista 
Capital,  including  Tribune  Chairman 
Chris  Harte  and  partner  OhSang  Kwon, 
declined  to  comment  for  this  story.) 

MediaNews  Group’s  Singleton,  a  plaintiff 
in  the  Star  Tribune  trial,  contends  that 
“everything  that’s  happened  in  a  major  metro 
market  has  hapi>ened  as  much  or  more  in 


the  Twin  Cities.”  He  admits  there  have  been 
dramatic  re\  enue  declines  at  both  papers 
over  the  past  several  years. 

“At  190,000  circulation  daily,”  Singleton 
says  of  the  Pioneer  Press,  “it  is  a  major  metro 
in  its  own  right,  even  though  it’s  the  second 
largest”  in  the  market.  “It’s  got  almost  as 
much  circulation  as  the  San  Jose  Mercury 
Nexcs.  It’s  almost  as  big  as  The  Denver  Post. 
So  it’s  a  big  newspaper.  Both  have  been 
hurt  by  the  downturn  at  metros.”  He’s  quick 
to  point  out  that  since  the  Star  Tribune 
dominates  t^vo-thirds  of  the  advertising 
market  share,  the  paper  is  harder  hit  by  the 
drop-off  in  ad  dollars,  especially  in  classified. 

Arthur  Brisbane,  the  former  senior  \ice 
president  of  Knight  Bidder  who  oversaw 
the  Pioneer  Pre.ss  until  its  sale  to  McClatchy, 
recalls  that  it  wasn’t  a  strong  paper  within 
Knight  Bidder  either.  "You  couldn’t  miss 
the  fact  the  Star  Tribune  dominated  a  larger 
portion  of  the  metro  and  had  a  stronger 
influence,”  he  says.  The  market  in  general,  he 
adds,  was  a  tough  place  to  do  business:  "The 
slow  growth  emironrnent  and  high  labor- 
costs  made  it  a  much  more  challenging  place 
to  nrn  a  profitable  new  spaper.” 

Wliile  the  Star  Tribune  is  making  a  nrn 
at  St.  Paul,  certainly  in  tenns  of  circulation. 
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Convergence 

made  Easy 


the  Pioneer  Press  is  tightening  its  focus.  The 
circulations  of  the  Pioneer  Press  and  Star 
Tribune  overlap  in  at  least  some  counties, 
according  to  the  most  recent  audit  reports 
of  both  papers.  However,  the  Pioneer  Press 
sells  only  about  10,300  newsstand  copies  in 
Hennepin  Count}',  the  seat  of  Minneapolis  — 
or  about  2.5%  of  its  total  circulation. 

Conversely,  the  Star  Tribune  di.stributes 
about  14.6%  or  41,352  copies  of  its  paper  in 
Ramsey  Count}',  home  of  the  Pioneer  Press. 
The  Star  Tribune  reaches  about  30%  of 
St.  Paul  while  the 
Pioneer  Press  reaches 
about  7%  of  Min¬ 
neapolis,  according 
to  Scarborough 

Research.  ^ 

The  Pioneer  Press,  » 
however,  has  grown 
its  circulation  over  a 
two-year  period, 
while  the  Sta r 

has  suffered 

some  major  declines,  i  X 

Daily  circulation  at 

the  Pioneer  Press  is  I  ,r 

copies  in  March 
2007  compared  to 
the  same  period  in 
March  2005.  Sunday 
gained  1.8%,  to 
251,838.  During  the 

same  period,  dailv  ‘ 

Bernard  H.  Ridder,  in  c 
circulation  at  the  Star  ^gnes.  and  her  si 

rriftunc  slipped  7-7% 

to  349,131,  while  Sunday  dropped  12.3%  to 
574,406. 

“VVTiat  I  see  is  the  Rpical  confluence  of 
bad  business  factors  and  a  tough  pinch  on 
classified  advertising.”  sa}s  the  PoNnter 
Institutes  Edmonds.  “I  think  its  much  more 
difficult  when  you  have  two  papers  dhiding 
up  the  market.  The  newsroom  cuts  in  both 
places  reflect  that.” 

Brisbane  says  under  Knight  Ridder  and 
Par  Ridder's  leadership,  the  Pioneer  Press 
smartly  tried  to  dominate  St.  Paul  while 
brushing  off  the  other  side  of  the  river.  In 
2005,  the  paper  increased  its  zoning,  im¬ 
proved  its  local  news  coverage,  and  attempt¬ 
ed  to  sell  more  advertising  to  small  local 
accounts.  And  yet  Brisbane  concedes  one  has 
to  take  the  deeper  riew  when  looking  at  the 
Twin  Cities;  “Both  newspapers  have  been 
sold,  and  one  of  them  has  been  sold  twice,” 
he  says.  “That  ain't  good.” 
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CEO  Pruitt,  and  former  scion  of  Knight 
Ridder  and  father  of  Par,  Tony  Ridden 

During  the  case.  Par  Ridder  admitted 
to  taking  advertising  information  from 
the  Pioneer  Press,  including  specific 
customers,  contract  statuses,  the  start  and 
end  dates  of  contracts,  annual  revenue 
commitments,  classified  rates,  display- 
rates,  display  rates  by  zones,  and  value- 
added  signing  bonuses.  Ridder  testified 
that  much  of  the  information  was  used 
in  a  benign  attempt  to  bring  over  ad\’er- 
tising  spreadsheets  that  Ridder  had  built 
himself  and  planned  to  use  at  the  Star 
Tribune.  He  said  he  only  wanted  the 
templates,  not  the  sensitive  data  they 
stored. 

A\ista  Media  Industry  Partner  James 
Finkelstein  said  in  a  \ideo  deposition  that 
Ridder  took  from  the  Pi-Press  advertising, 
personnel,  and  financial  infor¬ 
mation,  and  that  it  was  his  un¬ 
derstanding  that  data  like  that 
was  considered  confidential. 

According  to  court  transcripts, 

Philip  Sechler  —  an  attorney 
\\-ith  Williams  &  Connolly,  repre¬ 
senting  MediaNews  —  asked 
Finkelstein,  “Do  you  know 
whether  anybody  at  A\ista  had  a 
conversation  in  which  they  told 
Mr.  Ridder  not  to  bring  informa¬ 
tion  from  the  St.  Paul  Pioneer 
Press  to  the  Star  Tribune?" 

Finkelstein  responded: 

“Nobody  would  c\  er  suggest  that 
confidential  information  should 
be  brought  to  our  paper.” 

During  his  testimony,  Ridder 
revealed  that  his  administrati\  e  assisUint  at 
the  Pi-Press  offered  to  shred  his  noncom¬ 
pete  clause.  Another  bizarre  moment 
arri\  ed  when  Ridder  was  questioned  about 
taking  his  USB  hard  drive  packed  with 
confidential  material  from  his  old  paper  to 
his  new  one: 

(i.  In  fact,  the  Pioneer  Press  asked  for  you 
to  return  your  USB  drive,  didn't  they? 

A.  They  asked  me  to  —  yes,  they  asked  me 
to  return  the  USB  drive, 
ii.  And  you  didn’t  return  your  USB  drive, 
did  you? 

A.  I  thought  K'hat  they  icanted  me  to  return 
was  the  actual  property.  So  I  returned  a 
USB  drive,  not  the  —  not  the  USB  drive. 

Q.  It  was  ju.st  the  S40  USB  drive,  is  xvhat 
they  wanted? 

A.  Or  whatei'er ... 

Q,.  For  all  you  knoic,  the  Pioneer  Pre.ss 
sent  you  a  memo  asking  you  to  return 
your  USB  driiv,  and  the  next  thing  they 


get  is  an  empty  neic  USB  drive  in  its  bo.v 
in  the  mail from  you? 

A.  Yes.  In  response  to  asking  for  the  USB 
drive,  I  directed  my  assistant  or  the  IT 
person.  I  can't  recall,  to  .send  them  a  brand- 
netc  USB  drive. 

Attorneys  for  Ridder  argue  that  Knight 
Ridder  e.xecutive  Brisbane  waned  Bidders 
noncompete  clause  when  the  company  was 
preparing  to  put  itself  on  the  auction  block. 
Brisbane  would  not  comment  to  E^P 
about  the  trial,  but  in  his  deposition  he  told 
the  court  he  didn't  recall  ever  telling  Ridder 
the  noncompete  was  void.  If  he  had.  he 
said,  he  would  have  consulted  others  on  the 
Knight  Ridder  e.xecutive  committee. 

Judge  Da\'id  C.  Higgs  is  expected  to 
make  a  ruling  at  the  end  of  the  summer. 
Meanwhile,  Ridder  is  still  acting  publisher 


oftheSVwr  Tribune  And  Desmond  remains 
senior  \T/operations.  Parratt  has  been 
barred  from  working  at  the  paper  due  to 
her  noncompete  clause,  until  Higgs  decides 
the  case's  outcome  (she  remains  on  the 
payroll,  however). 

A  sign  of  things  to  come? 

Se\eral  jx'ople  inteniewed  for  this  story 
who  declined  to  be  named  described  Rid¬ 
der  as  capable  and  smart,  e.xtremely  hard¬ 
working.  low-key,  and  a  man  who  tended  to 
avoid  any  sensationalism  —  which  makes 
his  admitted  mi.ssteps  all  the  more  surpris¬ 
ing.  Several  sources  .said  it  was  a  shame  that 
Ridder  t(K)k  that  information,  because  in 
the  end,  he’s  talented  enough  to  nm  the 
Star  Tribune  without  it. 

As  far  as  Singleton  is  concerned,  he 
claims  the  lawsuit  against  Ridder  isn’t  jxt- 
.sonal  but  purely  in  the  interest  of  business. 
“I  wouldn’t  .say  there’s  any  bad  bl(K)d  here.” 
he  says.  “It’s  been  upsetting  to  advertisers, 
it’s  been  up.setting  to  employees  —  and  it’s 


been  upsetting  to  me,  too.  I  want  the  court 
to  make  it  right.  It  was  like  soineone 
saying,  ‘Yes,  I  stole  the  money  from  the 
bank.  But  you  shouldn’t  get  upset,  because 
I  returned  it.’” 

How  much  Bidder’s  actions  will  affect 
advertising  re\  enue  remains  unknown, 
given  how  terribly  the  sector  is  doing 
these  days. 

One  advertising  agency  executive  says 
the  trial  has  not  impacted  his  buying 
decisions  for  either  paper.  Bn  an  Jackson, 
director  of  newspaper  investment  at  OMD 
in  Atlanta,  says  of  his  negotiations  with  the 
Pioneer  Press,  "WTien  I  have  called  to  chat 
about  it  they  have  been  very  professional, 
and  pointed  to  their  own  pajxr’s  stories 
instead  of  making  comments.” 

Singleton  says  he  would  have  let  Ridder 
go  to  the  Star  Tribune  without  a  fight  if 
Ridder  would  have  kept  his  word 
to  him  and  MediaNews  Group 
COO  (and  former  Knight  Ridder 
.senior  \ice  president/CP’O)  Steve 
Rossi.  "We  initially  were 
going  to  just  let  Par  go  as  he  made 
his  resignation,  based  on  his  prom¬ 
ise  to  me  and  to  Steve  Rossi”  that 
he  wouldn’t  take  anyone  from  the 
Pi-Press.  "We  t(K)k  him  at  his  word, 
and  we  probably  wouldn’t  ha\  e 
done  anything  if  he  hadn’t  made 
an  otter  to  10  people  to  go  to  the 
Star  Tribune? 

Barbara  Cohen,  president  of 
Kannon  Consulting,  says  this 
could  be  a  harbinger  of  things  to 
come  for  the  industry.  Until 
newspapers  radically  realign  their  cost 
structures,  it’s  going  to  be  ugly.  Cohen 
says  that  when  markets  become  increas¬ 
ingly  competitive,  from  a  business  stand¬ 
point  it’s  OK  for  a  publisher  to  jump  ship 
to  the  competition  because  “there  is  a  war 
out  there.”  She  adds,  “Ethically,  in  my 
heart  of  hearts,  1  don’t  think  it’s  right.  I 
think  it  pushes  the  envelope.  It  doesn’t 
feel  good  to  me.” 

Though  A\'i.sta’s  Harte  is  no  stranger  to 
the  newspajxr  busine.s.s  —  his  family  co¬ 
founded  Harte- Hanks,  and  he  worked  for 
fonner  Knight  Ridder  papers  —  Singleton 
belie\es  the  new  blcxxl  snapping  up  pajxrs 
just  don’t  get  the  honor  cixle  that  newspa- 
jx*r  operators  have  st(xxi  by  for  years: 

“Ixx)k,  they’re  a  leveraged  buyout  firm  in 
New  \brk  that  owns  oil  rigs  and  whate\  er 
el.se  they  own.”  he  says  of  A\-i.sta.  “They  just 
don’t  understand  what  we  spend  our  lives 
in  the  newspaper  business  learning,  and 
that  is  the  only  thing  you  have  is  your 
credibility  and  your  integrity.”  3 


Star  Tribune  publisher  Ridder  confers  with  Kevin  Desmond,  the 
paper’s  senior  VP/operations,  on  June  25  during  court  proceedings. 
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Newsrooms  ask:  Now  what?’ 


BY JOESTRUPP 


W between  the  Star  Tribune  and  the 
Pioneer  Press,  newsroom  veter¬ 
ans  use  the  term  “gentlemans  agreement”  to 
describe  the  way  each  paper  stayed  mostly 
off  each  others  turf.  Both  former  and  current 
staffers  say  the>’Ve  fiercely  competed  on 
stories  that  crossed  circulation  areas,  but 
have  largely  avoided  the  knock-down,  drag- 
out  battles  in  which  so  many  rivals  engage. 

“It  was  almost  an  ideal  competition,  be¬ 
cause  it  didn't  lead  to  pandering  and  blood 
and  gore  on  the  front  page,  on  the  street,” 
says  Nick  Coleman,  a  columnist  who  wrote 
for  the  Pioneer  Press  from  1986  to  2003 
before  jumping  to  the  Star  Tribune.  “It  was 
a  gentlemanly  competition,  but  there  was  a 
point  of  pride.” 

Brian  Lambert,  a  15-year  scribe  at  the 
Pioneer  Press  who  also  writes  for  The  Rake, 
a  local  magazine,  agrees:  “You  never  wanted 
to  get  beat  on  the  same  stoiy,  but  there  was 
collegialiU'.  The  Strib  stayed  west  of  the 
Mississippi  and  the  Pioneer  Press  had  the 
East  Side.  They  had  this  natural  geographical 
boundajy-  and  both  papers  had  enough  to  do.” 

But  in  the  past  year,  both  papers  changed 
owners  (the  Pioneer  Press  twice),  each 
suffered  double-digit  staff  cuts,  and  the  legal 
battle  over  Par  Bidder  has  overshadowed 
both  newsrooms  —  especially  at  the  Star 
Tribune,  where  he  remains  in  charge.  “It  has 
been  a  veiy  difficult  period,”  says  Nancy 
Barnes,  who  in  March  took  over  as  the  Star 


HEN  IT  COMES  TO  COMPETITION 


StaiTribune 


StarTribune 


Copies  of  the  Pioneer  Press  and  Star  Tribune  fill  a  newsrack  in  a  St.  Paul,  Minn.,  gas  station. 


Thursday 


BUCKLING  AND  SWAYING, 
THEN ‘DOWN,  DOWN,  DOWN’ 


Tribune's  editor.  “I  don't  think  we  will  be 
completely  able  to  focus  until  we  have  a 
ruling  from  the  judge.” 

That  legal  trouble  arrives  during  the  news¬ 
paper's  continued  readjustment  after  being 
sold  by  McClatchy  to  Axista  Capital  Partners. 
The  investment  group's  push  for  rex  enue  has 
sparked  tsx  o  rounds  of  bux  outs  since  March 
that  hax  e  resulted  in  the  departure  of  145 
employees.  Of  those,  the  Star  Tribune  nexvs- 
room  has  lost  some  70  staffers,  Barnes  says. 

Fonner  Editor  Tim  McGuire,  noxv  at 
_  Arizona  State 

Unixersitx’  but 

1  HEARD  IT  summer  resident 

I  ^  A  in  Minnesota, 

I  ^1  14  believes  all  the 

\J  I  ^ /  I  %  upheaval  has 

I  I -  -  -  made  a  serious 

dent  in  the  paper's 
reputation.  “I  am 
amazed  and 
distressed,  it  is  a 
huge  hit  to  the 
brand,”  he  tells 
Ei^P.  “For  a  num¬ 
ber  of  reasons  — 
Bidder,  staff  cuts, 
nexvshole  cuts ...  it 


The  dueling  dailies 
splash  the  Aug.  2 
bridge  collapse 
across  Page  One 


xvas  a  x  erx'  strong  brand  in  this  market.” 

Across  the  river,  the  Pioneer  Press'  nexx  s- 
room,  hit  in  July  xxith  its  second  bux  out 
in  less  than  eight  months,  faces  a  similar 
dilemma.  The  paper  lost  29  staffers  during 
its  first  round  of  cuts  last  fall,  including  22 
in  the  nexvsroom,  and  xx  atched  another  14 
depart  during  the  second  round.  About  180 
nexvsroom  staffers  remain.  Buyouts  xvere 
ftirther  impacted  by  a  major  reorganization 
in  xvhich  many  staft'ers  xx  ere  told  to  reapply 
for  their  jobs  and,  in  many  cases,  xvere 
reassigned  to  nexv  beats. 

"There  xvere  a  lot  of  reporters  xvho  left,  a 
big  chunk  of  senior  reporters  that  are  lost,” 
says  Jennifer  Bjorhus,  a  four-year  Pioneer 
Press  reporter.  "There  is  a  more  concerted 
effort  around  the  Web.” 

Bochelle  Olson,  xvho  has  spent  sex  en  years 
as  a  Star  Tribune  reporter,  offers  a  similar 
xiexv.  “There's  tons  of  empty  desks,”  she  says. 
“A  lot  of  energx’  has  been  sucked  out  of  the 
room.  The  question  is,  ‘WTiat's  next?'” 

The  elephant  in  the  room 

Some  beat  reporters  say  the  Bidder  case 
has  affected  part  of  their  day-to-day  xx  ork, 
prompting  questions  from  sources  and 
readers.  "Par  Bidder  has  been  the  business 
ethic  topic  of  the  year  in  the  Txxin  Cities,”  says 
Star  Tribune  reporter  Neal  St.  Anthony.  “I 
hear  about  it  once  or  txxice  a  day.”  WTiile 
making  calls  to  local  business  leaders  for  a 
recent  storx;  three  former  CEOs  of  separate 
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companies  all  asked  about  the  legal  case.  “It 
has  not  impeded  my  abiliU"  to  do  my  job,” 
he  adds.  “But  it  does  come  up.” 

Olson  agrees,  noting  numerous  queries 
she’s  recently  heard  from  sources  about  the 
case.  She  recalls  a  recent  run-in  with  two 
attorneys  for  the  Minnesota  Vikings  during 
her  rounds  at  the  courthouse:  "They  were 
like,  WTiat’s  with  that  guy?’” 

The  impact  was  enough  to  prompt  Star 
Tribune  Reader  Representative  Kate  Party 
to  devote  a  column  to  the  issue  in  June.  “For 
some,  the  chatter  about  the  case  in  the  news¬ 
room  is  distracting,”  she  wTote.  “Others  find 
a  refuge  in  their  cubicles  with  their  key¬ 
boards.”  She  tells  E^P  a  con.stant  refrain  in 
the  new  sroom  has  been,  “Let  me  get  back  to 
reporting  a  good  stoiy.” 

Then  there  are  those  from  both  papers 
who  are  assigned  to  cover  the  legal  battle 
surrounding  their  owners.  “It  is  unusual,” 
says  the  Pioneer  Press'  John  Welbes,  who  has 
reported  on  Ridder’s  legal  troubles  and  the 
paper’s  sale  last  year.  “I  have  gotten  a  lot  of 
cooperation  from  both  papers,  but  it  is  a 
hard  stoiy  to  report  because  it  is  a  prett\’ 
small  industiy  in  town.” 

At  the  Star  Tribune,  where  reporter  Matt 
McKinney  has  covered  both  his  paper’s  sale 
and  Ridder’s  court  hearings,  the  aw  kward- 
ness  is  greater.  "There  is  no  end  to  the  weird 
situations,  when  colleagues  of  mine  become 
people  I  have  to  inteniew,”  he  says.  "There  is 
a  lot  of  quick  switching  of  hats." 

McKinney  says  the  mix  of  cuts,  ownership 
changes,  and  Ridder’s  problems  leaves 
little  room  for  morale  boosts.  "We  were  sold, 
we  were  sued,  we’ve  had  two  buyouts,  and 
w  e  sold  our  parking  lot,”  he  says,  the  latter  a 
reference  to  a  multimillion  dollar  deal  that 
handed  o\  er  the  Star  Tribune’s  parking  space 
to  the  Vikings  for  a  new  stadium  project. 

“In  short  order,  we  have  had  all  of  these 
things  happen  —  and  it  has  been  kind  of 
depressing." 

Uncertainty  takes  root 

Of  course,  those  are  only  the  changes 
that  staffers  know  about.  The  past  year  of 
shake-ups  and  negati\  e  publiciU'  only 
prompts  more  uncertaintx'.  Rumors  abound 
about  ftirther  cutbacks  at  each  paper,  a 
relocation  by  the  Star  Tribune  to  suburban 
quarters,  a  possible  merger,  a  shutdown  of 
one  of  the  papers  —  or  even  a  .lOA  between 
the  two  longtime  rivals. 

"W’e  are  still  bearing  down  and  doing 
our  jobs,  but ...  it  seems  ever>"where  there’s 
a  distraction."  says  Alex  Friedrich,  the 
Pioneer  Press'  unit  chair  of  the  Minnesota 
Newspaper  Guild  and  a  three-year  reporter 
at  the  paper. 


Some  observers  already  contend  both 
papers’  reporting  is  not  as  broad-based  or 
complete  in  some  cases.  “It  has  been  rattled,” 
says  Strib  columnist  Coleman.  “Coverage  in 
the  last  six  months  at  the  Star  Tribune  and 
the  last  year  at  the  Pioneer  Press  has  gotten 
shakier.  There  seems  to  be  a  lack  of  confi¬ 
dence,  a  lack  of  nerv  e.” 

He  cites  the  local  news  reaction  to  Thomas 
Heffelfinger,  a  former  local  U.S.  Attorney 
w  ho  had  resigned  —  but  not  before  his  name 
appeared  on  the  controversial  list  of  those 
who  had  been  targeted  for  dismissal  by  the 
Bush  administration  last  year.  "We  didn’t 
really  run  a  lot  of  stories  on  it,  or  scope  out 
a  lot  until  we  were  dragged  kicking  and 


screaming  into  it,”  says  Coleman.  “It  was  not 
the  new  spaper's  finest  hour." 

Bill  Salisbuiy,  a  30-year  Pioneer  Press 
reporter  and  one  of  three  in  the  paper’s 
statehouse  bureau,  believes  political  coverage 
has  suffered  —  a  blow  to  a  state  known  to 
have  the  highest  regular  voter  turnout  in  the 
nation  (about  70%)  for  most  elections.  “Thev 
aren’t  served  as  well  as  they  were,"  he  says 
of  those  readers.  “They  get  less  information 
and  we  are  not  nearly  as  aggressive  w  atch- 
dogs  as  we  were." 

The  Star  Tribune's  Olson  p)oints  to  cut¬ 
backs  in  national  and  foreign  coverage 
the  paper  has  seen  due  to  its  e.xit  from 
McClatchy's  vast  Washington  bureau,  which 
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in  the  areas  we  cover.” 

Scott  Johnson,  one  of  the 
founders  of  the  conservative 
Powerlineblog.com,  is  a  staunch 
critic  of  the  Star  Tribune,  claim¬ 
ing  it  is  following  a  liberal  voice. 
“It  is  a  diminished  operation,  but 
it  is  still  dominating,”  he  says. 
“They’ve  got  by  far  the  most 
resources.” 

As  for  the  need  for  two  news¬ 
papers  in  the  market  or  the 
reality  of  any  kind  of  merger, 
those  in  and  around  the  papers 
say  both  should  survive,  at  least 
for  the  near  future.  “I  think  both 
papers  have  a  long  future,”  says 
MediaNews  Group  CEO  Dean 
Singleton.  “I  have  had  no 
thoughts  or  discussions  about 
doing  amthing  other  than 
developing  the  Pioneer  Press? 
Former  S-T  Managing  Editor  Pam  Fine 
says  the  market  is  still  strong  enough  for 
both  papers,  as  is  the  need:  “There  is  some 
degree  of  loyaltv'  by  residents  to  their  citv’, 
and  by  extension  to  their  paper.  But  I  am 
aware  of  people  who  believe  it  cannot 
sustain  two  papers  long-term.”  ® 


also  includes  eight  overseas 
offices.  She  had  been  approved  to 
do  a  stint  in  Iraq  earlier  this  year, 
and  underwent  a  week  of  securitv’ 
training  at  Centurian’s  England 
location,  when  word  came  down 
that  the  sale  would  put  the  kibosh 
on  that  assignment. 

But  not  many  are  ready  to  give 
up.  Barnes  claims  her  reorganiza¬ 
tion,  which  included  the  creation 
of  an  enterprise  team,  increased 
suburban  coverage,  and  keeping 
the  investigative  group  together, 
will  take  the  paper  in  a  solid 
direction  —  with  more  emphasis 
on  Web  reporting.  “The  fight  is 
not  with  the  Pioneer  Press,  it  is 
with  all  of  the  other  competitors,” 
she  says.  “We  have  so  many  other 
competitors  we  are  worried 
about.”  Still,  she  says  the  Pi-Press 
remains  a  distinct  rival,  noting,  “They  have 
a  lot  of  heart  and  put  out  a  good  daily 
paper.” 

Thomas  Fladung,  the  Pioneer  Press' 
editor  since  late  2005,  agrees  that  the 
recent  events  and  staff  cuts  have  affected 
newsgathering.  He  no  longer  has  a 


St.  Paul,  left,  Minneapolis,  right,  and  the  dividing  Mississippi  River 


religion  beat  writer,  but  he  says  the  paper 
remains  strong  on  the  metro  desk  and  has 
been  beefing  up  suburban  coverage  for 
several  years.  “We  are  not  going  to  change 
our  goals,  we  are  going  to  continue  to 
emphasize  local  new's,”  he  says.  “We  will 
still  have  more  reporters  on  the  street 
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The  Color  Top  product  line  is  extremely  successful  and 
is  in  13  of  the  top  21  circulation  newspapers  in  the  world. 

TKS  offers  a  range  of  choices  which  all  bring  state-of-the-art  technology  -  satisfying  todai/'s  demands 
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TKS  designed  press  controls. 


Drive  System  - 

Permanent  magnet  motors,  the 
most  efficient  shaftless  motor 
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Color  Top  4000 
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Singlewide  54,000  cph 


TKS  OFFERS  A  WIDE  RANGE  OF 
FORMATS /INO  SPEEDS  TO  BEST 
MEET  YOUR  NEEDS: 


■I 


Contract  newspaper  printer  Dansk 
Avis  Tryk  will  install  a  pair  of  two- 
tower  KBA  Commander  triplewide 
presses  configured  for  efficient 
printing  of  products  in  various  sizes. 


INI  replaced  one-  and  t\vo-around 
singlewide  press  lines  with  its  single  five- 
high  doublewide  tower.  Dansk  A\is  Tr\  k 
has  used  one-  and  Uvo-around  doublewide 
presses;  next  summer  it  will  begin  adding 
four  triplewide  towers  in  a  new  press  hall. 

In  both  cases,  the  superstnicture  and  right- 
angle  folders  (one  with  quarterfolding)  are 
suited  to  variable  web  widths  needed  for 
publications  in  difierent  fonnats. 

Also  common  to  the  Delaware  and  Den¬ 
mark  sites  are  their  choices  of  consultant 
and  manufacturer.  Dover  nms  a  10-couple 
KBA  Colora  tower,  while  Dansk  will  print 
on  32  KBA  Commander  couples.  KBA  sup¬ 
plies  \  ariable  web-width  capabilit\'  at  four 
other  North  American  doublewide  sites. 

But  INI  was  KBAs  first  customer  to  up¬ 
grade  a  site  running  singlewide  equipment 
with  a  Colora  (E^P,  June  2,  2003).  Simi¬ 
larly,  Dansk's  order  will  be  what  the  press 
maker  calls  a  first-of-its-kind  configuration. 
Each  of  its  Uvo  parallel  press  lines  will  con¬ 
sist  of  two  color  towers  in  line  with  two  Pas- 
tomat  RC  reelstands.  At  right  angles  to  the 
towers,  singlewidc  superstructures  between 


Short  parallel  press  lines  run  high  and  wide  to  a 
superstructure  suited  to  semicommercial  work 

BY  JIM  ROSENBERG 


ii  ■  THINK  WT’LL  SEE  MORE  OF  THIS  IN  THE  FUTURE,”  SAYS  JOHNNT 

H  Pedersen,  Dansk  Avis  Trv  k  s  technical  director  is  banking  on 
H  a  more  sizable,  more  sophisticated  version  of  an  idea  that 
H  first  took  form  several  years  ago  at  the  Independent  News¬ 
papers  Inc,  plant  in  Dover,  Del.  There,  as  in  Denmark,  the  objective 
was  to  configure  all  the  required  capacity  and  product  flexibility^  into 
the  least  amount  of  iron  occupying  the  least  possible  space. 

INIs  plant  prints  its  own  broadsheet  and  tabloid  dailies  and  week¬ 
lies.  as  well  as  semicommercial  and  special-  Based  near  Copenhagen,  the  compam  han- 
size  products,  including  monthly  niche  pub-  dies  only  newspaper  contract  work  —  lots 
lications  and  shoppers.  In  the  first  half  of  of  it.  A  Upical  week  will  see  80  to  100  jobs 

2007,  however,  it  added  about  Sl.5  million  printed  on  45-  to  80-gram  pajx?r  stock  in 
to  its  commercial  printing  busine.ss.  accord-  runs  ranging  from  15,000  to  30,000  copies, 
ing  General  Manager  Thomas  Bugbee.  according  to  Pedersen.  Products  include  the 

In  contrast,  Dansk  Axis  Tn  k  (Danish  Borsen  financial  daih;  two  free  dailies,  and 

Newspaper  Printing)  publishes  nothing.  numerous  weeklies  and  monthlies. 
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Not  only  to  the  paper  -  but  to  your  readers’  fridge. 

With  an  ACCUFAST  LPx  printer  you  earn  money  from  ad  creation,  production  and  distri¬ 
bution.  You  control  every  step  and  profit  all  the  way.  Open  a  new  revenue  stream  and 
give  your  readers  something  they  can  hang  on  to.  Get  an  ACCUFAST  LPx*. 
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ACCUFAST  Package  Printing  Systems 
120  Defreest  Drive.  Troy,  NY  12180 
Phone;  800  447  9990  Fax:  518  283  0977 
Email:  sales@accufastpps  com 


The  ACCUFAST  LPx  Printer 

The  ACCUFAST  LPx  is  a  high  speed  ink  jet 
printer  that  adapts  HP's  technology  to  print  on 
sleeves  or  rolls  of  Post  it^  Notes  and  labels. 


two  folders  will  join  singlewide  product  flexi- 
bilit\'  to  triplewide  (sLx  pages  across)  capacit>'. 

Behind  the  configurations  is  Sam  Wagner, 
veteran  of  press  maker  Harris  Graphics  (later 
Heidelberg)  and  President  of  Web  Offset  Ser- 
\ices  in  Sarasota,  Fla.  In  both  cases,  while 
also  building  in  options  for  diverse  products. 
Wagner  sought  to  place  wide  towers  where 
narrower  presses  might  otherwise  supply  the 
same  capacitt'  in  more  space,  thereby  reduc¬ 
ing  not  only  plant  size,  but  also  equipment 
cost  and  labor.  The  larger  Danish  installation 
will  require  a  higher  level  of  automation  than 
in  Dover,  and  use  more  ancillaiy  equipment. 

The  Dover  project  may  have  been  first,  but 
for  Wagner,  the  idea  originated  from  earlier 
obseiv  ations  of  print  operations  in  Scandi- 
na\ia  and  Asia.  “I  think  it  planted  the  seed  in 
my  mind,”  he  says.  Wagner  points  to  recent 
growth  in  free  Danish  dailies  from  new  and 
established  publishers,  including  one  from 
Iceland.  That  and  other  reasons,  including 
labor  issues,  he  adds,  created  “a  balance  of 
printing  that  couldn’t  be  seniced,  and  Dansk 
began  seeing  this  opportuniU'  last  year.” 

One  million  copies  a  day 

As  pages  slim  to  less  than  12  inches,  “in  the 
U.S.,  this  is  an  8-by-2  press.”  Wagner  says  of 


the  94'  2-inch-web  Commander.  At  least  sLx  Heidelberg  acquired)  and  that  first  Heidel- 
firms  offer  triplewide  offset,  which  began  berg  Mainstream.  Though  later  Mainstreams 

mo\ing  off  drawing  boards  about  five  years  were  made  to  frmction  properly,  the  first  was 

ago.  But  for  Dansk’s  unique  configuration  a  troubled  installation  —  almost  five  years 
and  operation.  Wagner  adds,  "not  eveiy  one  late  going  on  edition,  according  to  Pedersen, 

could  build  the  press  to  our  requirements.”  Goss  International  acquired  Heidelberg’s 

KBA  may  have  been  first  to  install  triple-  newspaper  equipment  business.  It  reached  an 

wide  offset  at  a  newspaper,  but  Heidelberg  agreement  with  Dansk  and  rebuilt  the  press 

with  new  controls  to  the 
customer’s  satisfaction, 
says  Wagner.  "We  are 
nmning  the  press  now,” 
Pedersen  confirms. 

His  press-vendor  list 
eventually  narrowed  to 
Japan’s  TKS,  MAX 
Roland,  and  Koenig  & 
Bauer,  and  then  only 
to  NL\N  and  KBA. 
Pedersen  calls  the 
final  selection  a  tough 

Web  Offset  Services  President  Sam  Wagner  (center),  with  Dansk  Avis  Tryk  decision  after  studying 
President  Sven  Togsverd,  left,  and  Technical  Director  Johnny  Pedersen.  presses  and  prices, 
said  it  would  build  its  Tristream  back  in  Scheduled  to  ship  ne.xt  summer  to  a  build- 

2000,  just  months  after  um  eiling  and  selling  ing  soon  to  go  up  adjacent  to  Dansk's  others, 
its  first  Mainstream  one-around  doublewide.  the  presses  are  expected  to  turn  out  more 
In  two  plants  across  the  street  from  each  than  a  million  copies  daily,  with  page  widths 
other,  Dansk  runs  three  early-  to  mid-1990s  from  just  under  10  inches  to  almost  20  inch- 

Galaxy  presses  from  Harris  Graphics  (which  es.  By  another  measure,  the  towers  will  be 
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Readers  are  quickly  moving  away  from  the  traditional  methods  of  consuming 
news  and  advertising.  In  order  to  provide  them  w  ith  the  information  thev 
want,  when  they  want  it,  your  software  systems  must  allow  you  to  publish 
content  in  multiple  media  forms  as  soon  as  you  gather  it.  You  need  to  do  this 
w  ithout  incurring  enormous  capital  expense  or  by  entirely  replacing  \our 
current  systems.  What  can  you  do?  Where  can  you  find  a  solution? 

Liquid  Media  from  ITfl  will  help  you  flow  the  content  stored  in  vour 
disparate,  rigid  information  silos  to  your  readers  in  the  forms  thev  want  and 
w  ith  the  immediacy  they  expect.  And  you  don't  need  to  hux  a  completely  imx 
publishing  system  from  D  l  l  to  accomplish  this'. 

Liquid  Media  can  help  you  compete  and  w  in  in  the  Internet-first  publishing 
age.  \’isit  our  Web  site  at  w^i-w.dtint.com/liquidmedia  to  find  out  how . 

www.dtint.com 


Post  breaking  news  m 

online  and  on  mobile  ^ 
devices  as  it  happens 

'  Place  advertising  on  your 
Web  site  that  is  specific 
to  your  readers’  interests 

'  Share  content  among 
publications  in  a  group 
even  if  those  publications 
are  on  different  systems 


Digital 
'  Technology 
I  International* 


Web  Publishing  •  Editorial  •  Advertising  •  Production  •  Circulation  •  Business  •  Professional  Services 


able  to  output  almost  200  million  full-color 
pages  in  24  hours,  enough  to  “satisfy  all 
current  production  requirements"  and  pro- 
\ide  “new  opportunities  for  future  gro\\th.” 
according  to  KBA.  The  Commander  is  rated 
at  85,000  copies  per  hour  in  straight  mode, 
but  the  Dansk  project  plans  on  collect  runs, 
which  Wagner  says  tax  do^\■nstream  systems 
less  while  requiring  less  labor  and  fewer 
webs,  with  little  difference  in  throughput. 

Automation  includes  a  KBA  Patras  A  s\  s- 
tem  to  convey  and  load  newsprint  rolls  up  to 
60  inches  in  diameter.  Automation  on  each 
towers  stacked  nine-cylinder  satellite  units 
will  extend  to  plate  changing.  KBA  Roller- 
Tronic  adjustable  roller  locks,  ink  pumping, 
and  wash  systems.  For  optimal  process  con¬ 
trol.  blanket  c>iinders,  ink  oscillating  drums, 
gear  oil  cases,  and  electrical  drives  will  be 
water-cooled  to  hold  a  constant  temperature. 

Explaining  the  choices.  Wagner  says  while 
no  one  wants  to  deal  w  ith  fan-out  on  a  triple¬ 
wide  blanket-to-blanket  tower,  common- 
impression  satellites  have  their  drawbacks: 
ink  build-up  and  offsetting.  So  with  Dansks 
“extremely  high"  qualify  expectations  and 
eveiy  page  in  full  color,  cleaners  will  go  on 
eveiything  the  paper  touches.  “Were  also 
putting  web  cleaners  on  this  press,"  he  adds. 


citing  a  system  supplied  by  British  firm  PDM 
that  uses  a  high-speed,  non-contact,  fiber- 
impregnated  roller  that  disturbs  surface 
particles,  which  are  then  vacuumed  off. 

Because  seams  where  three  blankets 
abut  would  limit  product  sizes,  two  blankets 
with  staggered  gaps  will  be  used  across  each 
cylinder.  “We  had  a  number  of  choices,"  but 
owing  to  “design  criteria,"  Wagner  explains, 
“that  was  our  best  choice." 

Using  two  plates  and  straight-across  gaps 
will  allow  both  to  be  mounted  on  the  same 
cylinder  rotation,  and  their  size  alone  con¬ 
tributes  to  labor  sa\ings:  32  per  tower,  versus 
96  single-page  plates. 

“We’ve  tried  to  do  everything  possible 
with  existing  technology  to  maximize  the 
print  quality  and  process,  and  overall  press 
performance."  says  Wagner. 

More  flexibility,  versatility 

Each  former  section  has  Pvo  singlewide 
boards,  one  above  the  other.  Turning  webs  at 
right  angles  to  the  folders  allows  ribbons  of 
different  widths  to  be  guided  over  the  center 
of  the  formers,  compensating  for  width 
changes  by  controlling  paper  path  rather 
than  former  location.  (Alternatives  would  be 
hanging  a  commercial  former  elsewhere  or 


changing  former  size  to  an  e.xlent  and 
making  it  somewhat  adjustable.  But  as  KBA 
Marketing  and  Newspaper  Sales  Director 
Gary  Osven  earlier  told  E^P,  “The  complexi¬ 
ty  has  always  been  in  the  former  relocation/ 
resizing."  And  the  usual  set-up  —  three  equal 
widths  across  three  formers  —  would  limit 
production  to  a  single  product  or  format.) 
Slitters  and  turner  bars  are  set  automatically 
at  the  console  for  correct  ribbon  width  and 
alignment.  Roller  and  compensator  settings 
for  various  product  sizes  can  be  stored  and 
preset  at  the  consoles. 

While  an  ordinary  tabloid  needs  only 
one  former,  the  second  former  proxides  a 
separate  section,  perhaps  bound  and/or 
on  tinted  newsprint.  For  that,  Dansk’s 
ribbon  stitching  will  bind  and  segregate 
sections,  possibly  of  different  page  counts, 
within  some  of  the  many  tabloids  it  prints. 
It  also  will  have  a  section  stitcher  in  the 
folder  for  a  whole  paper,  including  skip- 
stitching  a  tabloid  within  an  unstitched 
broadsheet. 

For  reasons  of  convenience,  litter  con¬ 
trol,  and  easier  mailroom  and  distribution 
handling,  “broadsheets  over  there  typically 
are  glued,"  says  Wagner.  So  the  press  is 
outfitted  with  gluing  capability  that  also 
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will  be  set  up  for  magazines. 

A  staggered  superstructure  also 
proxides  on-the-fly  backup,  dixert- 
ing  xvebs  from  one  folder  to  the 
other.  In  collect  mode,  for  exam¬ 
ple,  96  tabloid  pages  can  be  deliv¬ 
ered  at  each  folder,  or  144  pages 
xia  one  folder  and  48  at  the  other. 
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Celebrating  the  pictures  that  bring  the  words  to  life. 

Submit  your  best  photos  published  in  your  paper  or  Web  site  since  Oct.  1 , 2006,  and  you  could  be  featured  in  our  November  issue 
and  online  gallery.  (Photos  selected  as  E&P's  Photo  of  the  Week  or  Photo  of  the  Month  between  Oct.  1 , 2006,  and  Sept.  14,  2007, 
are  automatically  entered.) 

Enter  now  for  your  chance  to  win  the  grand  prize  of 
$1,000  and  a  Canon  EOS-1  D  Mark  III  digital  SLR  camera! 

CATEGORIES:  News  (Spot/General)  |  Features  |  Sports  |  Multiple  Images/Photo  Essay 
(Entries  are  broken  into  4  circulation  groups.  See  category  details  at  entry  Web  site.) 


EASY  ONLINE  ENTRY  at  www.editorandpublisher.com 
DEADLINE:  SEPTEMBER  14,  2007 

For  more  information,  contact  Daniela  DiMaggio  at  646-654-5285  (ddimaggio@eclitorandpublisher.com) 
or  Ryan  Whiting  at  646-654-7428  (ryan.whiting@nielsen.com). 
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MARKETING  G2 

Ph  iladelph  ia/Denver 

The  Dallas  Morning Neu's  is  the  nation’s 
first  newspaper  to  launch  Mobile  Subscrip¬ 
tions  and  Solicitor  Concierge  to  completely 
automate  its  subscription  order  process. 

The  Mobile  Subscriptions  and  Solicitor 
Concierge  products  are  designed  to  stream¬ 
line  communication  and  impro\  e  data- 
collection  and  management  performance. 

Mobile  Subscriptions  relies  on  \\ireless 
handheld  deuces’  speed  for  sales  staffers  at 
kiosks,  events,  and  subscribers’  doorsteps  to 
enter  subscriptions,  swipe  credit  cards,  scan 
dri\  er-license  information,  and  upload  all 
data  \ia  secure  Internet  connection.  Infor¬ 
mation  then  can  be  used  via  access  to  Solic¬ 
itor  Concierge,  a  secure  administration  site 
that  enhances  acquisition  and  retention 
specialists’  control  over  such  data  as  sub¬ 
scription  starts  and  unprocessed  starts.  So¬ 
licitor  Concierge  users  see  historical  trends 
and  manage  subscriptions  in  real  time. 

Implementation  of  the  two  products 
marks  the  next  phase  of  the  Morning  News' 
Customer  Value  Management,  an  initiative 
launched  in  2006  that  uses  technologv’  to 
gain  deeper  knowledge  about  readers  and 
improve  the  overall  customer  experience. 

prepress 

EASTMAN  KODAK 

Rochester,  N.Y. 

Eight  more  U.S.  newspaper  printers  are 
adding  Kodak  hardware,  software,  and 
plates  to  their  prepress  operations. 

The  Cannon  Valley  Printing  division  of 
Mainstream  Publications  LLC  in  North- 
field,  Minn.,  is  installing  a  second  Kodak 
Trendsetter  News  thennal  platesetter  and 
Kodak  Staccato  screening  as  part  of  a  pack¬ 
age  that  also  includes  consumables  and  the 
Kodak  Prinergv'  Evo  workflow  system.  Can¬ 
non  Valley  prints  the  Oicatonnu  People's 
Press  and  the  Faribault  Daily  Nexcs,  nine 
weeklies,  biweeklies,  and  shopper  publica¬ 
tions.  A  flexible  PDF  workflow  that  helps 
with  last-minute  changes.  Prinergy  Evo  fea¬ 
tures  color  management,  late-stage  editing 
and  imposition,  and  advanced  screening 
options  to  optimize  Trendsetter  output. 

Also  in  Minnesota,  Shivers  Trading  & 
Operating  Co.,  which  prints  the  Brainerd 
Daily  Dispatch,  purchtised  two  Trendsetter 
News  50s.  K(xlak  thermal  digital  plates,  and 
Kodak  Preps  imposition  software.  Preps 
supports  PostScript,  PDF,  EPS,  DCS.  and 


TIFF  source  files,  works  with  all  Kodak  and 
many  third-partv’  workflow  systems,  and 
automatically  generates  bar  codes  compati¬ 
ble  with  VV'^ST  and  Muller  Martini  readers. 

Three  PAGE  Co-Op  members  invested  in 
Kodak  CTP  solutions.  Hunter  Publishing  in 
Madison,  S.D.,  bought  a  Trendsetter  News 
70,  thermal  digital  plates,  Prinergv-  Evo, 
and  the  Plus  version  of  Preps  to  handle  pro¬ 
duction  of  the  Madison  Daily  Leader,  20 
weeklies,  student  and  monthly  communitv- 
newspapers,  and  commercial  jobs.  Gold 
Countrv-  Printing  in  Auburn,  Calif,  pur¬ 
chased  a  second  Trendsetter  News,  thermal 
digital  plates,  Prinergv-  Evo,  and  Staccato. 
Gold  Countrv-  prints  the.i4;/6»7v?  Journal. 
Pomerado  Publishing  in  Poway,  Calif, 
bought  a  Trendsetter  News  50,  digital 
plates.  Staccato  and  Prinergv-  Evo.  The  divi¬ 
sion  of  Calvert  Communications  handles  a 
number  of  weeklies  and  commercial  work. 

Elsewhere  in  California,  Western  Com¬ 
munications  Inc.,  which  prints  Sonora’s 
Union  Democrat,  bought  a  Trendsetter  News 
50,  Prinergv-  Evo  and  Preps,  and  the  Ventura 
County  Star  m  Camarillo  purchased  two 
Kodak  Trendsetter  News  100  models  and 
Thermalnews  Gold  digital  plates. 

News  Publishing  Co.,  printer  of  the  Rome 
(Ga.)  Nexcs-Tribune  and  10  weeklies,  bought 
a  Trendsetter  New  s  70  and  Thermalnews 
Gold  plates. 

pressroom 

QUADTECH 

Susse.r,  Win. 

Diario  deNotieias  in  Pamplona,  Spain, 
ordered  a  QuadTech  Register  Guidance 
System  with  MultiCam  camera  and 
QuadTech  Ribbon  Control 
System  with  MultiCam.  both 
on  the  ICON  platform,  to 
reduce  waste  copies  and 
stabilize  the  w  eb  on  its  MAN 
Roland  Uniset  65  press. 

“MAN  Roland  hius  sup¬ 
ported  the  idea  of  adding 
these  QuadTech  products  to 
our  system  to  increa'^e  relia- 
bilitv-  and  cost-eft'ectiveness.” 

General  Manager  Jon 
Barriola  said  in  a  statement.  The  low-main¬ 
tenance  MultiCam,  which  requires  no  bulb 
replacement  and  reduced  cleaning  cycles, 
he  added,  stays  “locked  onto  marks  during 
tension  upsets  such  as  start-ups  and  splices. 
This  will  sav  e  us  a  significant  reduction  in 
start-up  times  and  save  on  waste  copies.” 

Established  in  1994,  Diario  de  Noticias 
circulates  30,000  copies  in  the  Basque 


countrv;  It  has  won  best  design  and  best 
local  newspaper  awards. 

GOSS  INTERNATIONAL 

Bolingbook.  Ill. 

Five  Goss  Metroliner  presses  will  be  re¬ 
built  by  early  2009  and  30  pasters  convert¬ 
ed  to  Goss  Digital  Paster  Systems  ne.xt  year 
at  The  Virginian-Pilot  in  Norfolk.  The 
project  follows  a  decision  to  rebuild  rather 
than  replace  the  30-year-old  “worn  out” 
press,  according  to  Virginian-Pilot  Press 
Operations  Manager  Al  Bvrd.  A  compre¬ 
hensive  Goss  press  audit,  he  said  in  a 
statement,  helped  to  determine  the  project's 
precise  scope. 

After  soliciting-  bids,  the  units  and  folder 
project  was  aw  arded  because  of  “price, 
overall  strategv-,  and  because  [Goss]  knew 
the  press  the  best,”  Bvrd  said,  adding  that 
the  rebuild  is  on  schedule. 

For  its  RTP  upgrade,  the  183,024-circu¬ 
lation  Landmark  Communications  daily 
asked  Goss  and  another  vendor  to  each  re¬ 
build  an  RTP  unit.  Goss  was  cho.sen  after 
three  months  of  perfonnance  testing. 

post-press 

QUIPP  SYSTEMS 

Miami 

The  Times  Herald  in  Port  Huron.  Mich., 
acquired  a  Quipp  inserter  from  sister  paper 
Obsercer  £>  Eccentric  in  Liv  onia  Mich. 
Along  with  Quipp’s  Newscom  6  inserter 
control  system,  the  Gannett  daily  bought 
two  belt  conveyors,  two  Model  500  stack¬ 
ers,  two  inkjet  printers,  and  a  bundle- 
distribution  sv  stem  with  three  powered 

truckloaders.  The  equipment 
replaces  a  10:1  inserter  and 
consolidates  and  upgrades 
Times  Herald  printing  and 
distribution,  said  Production 
Director  Bob  Perini. 

Others  who  recently 
ordered  new  equipment  from 
Quipp  included:  Communitv- 
Newspapers  in  Framingham. 
Mass,  (two  stiickers.  Viper 
wrapper);  The  News  ^ 
Advance  in  Lv-nchburg.  Va.  (two  stackers, 
two  \'ipers);  Daily  Nacs-Sun  in  Sun  Citv; 
Ariz.  (VijxT,  Mattetop  conveyors);  Nevada’s 
Reno  Gazette-Journal,  Lancaster  (Pa.) 

New  spapers  and  Fort  Worth  (Te.xas)  5f«/- 
Telegram  (stackers);  The  Bulletin,  in  Bend, 
Ore.  (Viper);  The  Pantograph  in  Blooming¬ 
ton,  Ill.,  and  the  Corpus  Christi  (Te.xas) 
Caller-Times  (ronveyor  equipment). 


QuadTech  MultiCam  camera 
requires  no  bulb  replacement 
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CAR  COLUMN 


^EEflrftlumn 

www.curbside.tv 


FEATURES  AVAILABLE 


60TADEADLINEP 

Need  something  interesting 
to  write  about  for  Halloween? 

Check  out  all  the  social  implications 

of  the  Video  Enhanced  Gravemarker 

(U.S.  Patent  #7089495)  at 

www.baiTows.com 

To  talk  to  the  inventor, 

call  Robert  Barrows  at  .  W 

650^1951 


MOVIE  REA  lEWS 


MOVIE  &  OVD  REVIEWS  WITH  PHOTOS 
Concise.  Authoritative.  Affordable. 
Cineman  Syndicate  LLC 
Tel:  (914)582-8906 
cinemansyndicate@verizon.net 
Serving  the  newspaper  industry 
for  over  25  years. 
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BUSINESS  OPPORTUNITIES 


PUBLISHING  OPPORTUNITY 
Great  for  current  publishers  to  add-on  or 
for  ad  sales  reps  who  want  to  move  up. 
Visit: 

www.PublishingOpportunity.com 
for  more  information  or  call  Allen  at 
(800)  941-9907.  ext.  11 


NEWSPAPER  BROKERS 


SERVICE,  INC. 

Dave  Gauger 

Consulting»Valuations»Sales  'Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 
www.gaugermedia.com 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions 
(661)  833-3834/Cell  661-333-9516 
www.media-broker.com 


Leader  in  Sale  ^ 

of  Community 
Newspapers  j 

Check  iiiir  references  -  i 

(214)  265-9.MM) 
Kic-kvnbachvr  IVIeciia 


MEDIA  AMERICA  BROKERS 

The  Pinnacle.  Suite  500 
3455  Peachtree  Road.  NE 
Atlanta.  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 


NEWSPAPER  .\PPIL\ISERS 


NEWSP.4PER  .APPRAISERS 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence! 
WWW.KAMENGROUP.COM 
Honest,  Independent,  Accurate  &  Experienced 
The  Leaders  in  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers 
New  York  (516)  379-2797  Email;  lnfo@KamenGroup.com 
•Expert  Valuation  Witness  'Acquisitions  -  Mergers  -  Sales 
•Appraisals  For  All  Print  &  Digital  Media 
•Website,  B2B  &  Listing  Co.  Valuations  'Worldwide  Service 
3009  Grand  Blvd,  Baldwin,  NY  115104719 
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NEWSPAPER  BROKERS 
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MEDIA  PARTNERS 

3377  Gold  Meadow  Way  Suite  100 
Gold  River.  CA  95670 
Phone  916-5:K-2693 
jeff@/pmediapartners  com 


Solid  Work. 
Solid  Contacts. 
Solid  Results. 


J  We  assist  owners  in  the  sale  of 
their  newspapers  and  offer  appraisal  and 
consulting  services.  The  firm's  principal^  ; 
Jeffrey  Potts,  has  two  decades  of 
erperience  working  for  newspapers,  ^ 

evaluating  their  markets  and  operatioiVhM 
and  managing  their  sale.  £ 

Call  today  for  a  confkfenbal  discussion  or,  .f 
for  more  information,  visit 

jpmediapartners.com  | 

Mergers  *  Acquisitions  *  ValnatioM 
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NEWSPAPER  BROKERS 


We  believe  a  handshake 
still  means  something. 


Integrity  is  the  cornerstone  of  your  success  .  .  .  and  ours. 
Contact  the  brokers  at  Cribb,  Greene  when  you  need 
reliable  and  experienced  media  transaction  consultation. 


John  Cribb,  Broker 
jcribbdcnbb.com 


Gary  Greene,  Broker 
ggreenedcnbb.com 


406-586-6621  •  cribb. com 


NEWSPAPERS  FOR  S.\LE 


OUTSTANDING  INVESTMENT 
OPPORTUNITY  IN  THE  BERKSHIRES 
The  leading  controlled  circulation  lifestyle 
magazine  in  the  Berkshires  seeks  entre¬ 
preneurial  journalist  to  succeed  publisher 
within  the  next  two  years.  We  are  in  our 
seventeenth  year,  profitable  and  growing. 
See  web  site: 

www.berkshirehomestyle.com. 

QUALIFIED  PRINCIPALS  ONLY. 

Send  cv  and  inquiries  to  Henry 
Meininger,  Publisher,  HomeStyle  Maga¬ 
zine,  Inc.,  P.O.  Box  14,  Austerlitz,  NY 
12017. 


PUBLICATIONS  FOR  S.\LE 


Popular  Long  Island  news  &  info  website. 
2  National  Golf  Mags.  Tampa  Bay  50-i- 
Monthly,  Upstate  NY  Mag  &  weekly  news¬ 
paper.  National  Young  Adults  Baseball 
Mag,  Regional  Construction  &  Landscape 
Mag,  NY  Jewish  Newspaper. 

WWW.KAMENGROUP.COM. 

info0KAMENGROUP.COM. 

(516)  379-2797. 


NEWSRAPERS  FOR  SALE 


Profitable  well  established  senior 


monthly,  ideal  town,  call  for  samples. 
Bill  Berger,  Atn,  Austin,  TX.  (512) 
407-8283,  or  blllberger@austin.rr.com 


EQUIPMENT  &  SUPPLIES- 


PRESSES 
Mini  Color  Towers 

Goss  3:2  144  page  and  160  page 
Folders  all  c.o:  New  or  Rebuild  Goss 
R.T.P.  42"  -I-  45";  Goss  Y  columns  all 
sizes:  Goss  Metro  Units  &  Half 

Decks,  Angle  bars,  Electromatic 
Slitters,  Press  Removal  &  Installation, 
Press  Rebuilding.  New,  Used  parts.  In 
Business  for  Over  30  Years.  Northeast  In¬ 
dustries,  Inc. 

(800)  821-6257.sam@neiinc.com 


Publication  Brokerage  •  Appraisal  •  Consulting 


DONT  SELL  YOUR  WEB  PRESS 


INDUSTRY  LEADING  EXPERTISE. 

AJ!  of  our  associates  are  former  accomplished  neuvspaper  publishers 
Call  us  today  to  confident'y  review  your  own  siniation  or  sign  up  for  our 
Free  Appraisal  Service  and  view  a  Ust  of  Properties  For  Saie  at 

www.medlamergers.com 

Southeatt/MWiMst  David  Emmons  (888)  237-7244 
Soutfiwest/Plaifls  Roliie  Hyde  (405)273-9269 
Morthe«st/Nm  EnglaiKf/MMwett  JohnSzefc  (845)291  7367 
Soutti  Dennis  Richardson  (731)694-2149 
MM-Atlaitbc  Kent  Roeder  (973)  729-2973 
Wtst/MtnSUtes  Tom  Mauldin  (541)948-9501 
Southwest  Steve  Klinger  (505)  524-0122 


W.B. 

Grimes 

&  Company 

Corporate  Offices; 

24212  Muscori  Court 
Goithersburg,  MD  20882 
(301)  253-5016 

Est  1959 
Lany  Grimes,  President 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  VI 5D.  V25.  845;  KING  Process  or  Color;  GOSS 
Community,  Urbanite.  Metro;  SOLNA  D30  or  C96;  HANTSCHO  Mark  IV,  VI  OR 
XVI. 

FOR  SALE;12/u  Goss  Community  SSC  w/2  four  highs  &  4  floor  units;  6/u  Goss 
Community  1980;  8/u  Harris  V15D  1989;  jF25  &  JF15  folders 

NEWMAN  INTERNATIONAL,  LLC 

Tel:  (913)  648-2000  Fax:  (913)  684-7750  E-mail:  j.newman@att.net 


-INDUSTRY  SERVICES- 


-INDUSTRY  SERVICES- 


-EQUIPMENT&  SUPPLIES- 


Complete  10-Unjt  Goss  Urbanite  Press  For  Saie 

•  Half-page  1000  series  folder 

”>-11.,.  ---  -"1  _]  i^-i  ■*"  •  Upper  former  &  under-folder  web  lead 
Uh  c!  -  *■  t*  U  •  Twinned  125HP  drives  (new  in  1998) 


'  Currently  in  operation 


1-800-255-6746  •  www  inlandnews  com 


^^INLAND 


CIRCULATION  SERMCES 


CIRCULATION  III 

Telemarketing  Subscription  Sales 
100%  Compliant 
We  do  it  alB 
(800)650-7183 
Circulationlll.com 
John  Dinan 


CIRCL'IATION  SERVICED 


H  &  L  Marketing 

Telemarketing  since  1968 
Dick  Levis  (800)884-9511 
"We  deliver  more  homes  to  your  newspa¬ 
per." 

www.H-LMarketing.com 
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CIRCUL.\TION  SERMCES 


MARKETINa  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone; 
(732)  602-1919  FAX:  (732)  602-9090 

E-mail;  marKetingplus@verjzon.net 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


45  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 

Nationwide  TELEMARKETING 
"PRE-PAID  Experts” 


RETENTION  &  RENEWALS 


(800)  950-8475"Www.Metro-News.com 


COMPUTER  SOFTWARE 


Excellent  service  for  16  years. 
Ad  Scheduling  and  billing 

SOnWARE 

for  display  and  classified  ads. 
Fake  Brains  Software,  Inc. 
(303)  791-3301 
www.fakebrains.com 
sales@fakebrains.com 


CONSULTANTS 


CONSULTANT 

Very  experienced  Publisher/Advertising  Manag¬ 
er  specializing  in  compensation,  niche  publica¬ 
tions.  turnarounds  and  start-ups.  Also  available 
as  short  term  emergency  Publisher  or  Advertis¬ 
ing  Manager  Reasonable  rates  for  expert 
help 

Wilson  Consulting:  (401)  741-4360 


EDITORLAL  SERMCES 


ONLINE  COACHING  FOR  REPORTERS 
No  feedback  from  editors?  I'll  critique 
your  stories.  E-mail  an  evaluation  and  dis¬ 
cuss  them  on  phone.  Affordable  rates. 

www.wickleinwritingcoach.com 
John  Wicklein.  former  New  York  Times 
reporter;  writing  coach,  Washington  Post 


-HELP  WANTED- 


.ACADEMIC 


•AC.ADEMIC 


Knight  Chair  in  Journaiism 
and  Digital  Media  Economics 

The  University  of  North  Carolina  at  Chapel  Hill  is  searching  for  a  distinguished  individual 
with  a  quality  professional  reputation  in  journalism  and  digital  media  economics.  The  suc¬ 
cessful  applicant  will  be  appointed  as  a  full  professor  with  tenure.  The  School  of  Journalism 
and  Mass  Communication  and  the  Knight  Foundation  expect  the  successful  candidate 
to  design  specific  projects  intended  to  accelerate  progress  in  digital  media  economics 
and  to  think  about  the  topic  in  entrepreneurial  ways. 

The  position  includes  funding  for  a  graduate  assistant  and  a  variety  of  research,  teaching, 
outreach  and  travel  opportunities.  The  successful  candidate  will  be  expected  to 
reach  out  to  an  international  academic  and  professional  community  with  solid  ideas  about 
transformative  journalism. 

Duties:  The  Chair  will  develop  new  and  innovative  courses  and  areas  of  research  and 
will  produce  a  Web  site  to  share  research  and  teaching  materials  that  incorporate  multi¬ 
media  techniques.  The  Chair  also  will  develop  and  coordinate  seminars  and  programs  on 
journalism  and  digital  media  economics  in  collaboration  with  other  Knight  grantees. 
Qualifications:  Although  an  advanced  academic  degree  is  not  required  for  the  position, 
the  individual  must  show  an  ability  and  desire  to  work  within  an  academic  setting. 

Date  applicants  will  begin  to  be  reviewed:  September  15.  2007.  Starting  date  for  the 
appointment:  Jan.  1  or  July  1.  2008. 

Applications;  Submit  a  letter,  curriculum  vita  or  r6sum6,  and  at  least  three  references.  If 
you  wish,  submit  other  material  electronically  or  via  US  mail,  all  to:  c/o  Jo  Bass,  Staff  Sup¬ 
port  for  the  Committee,  John  Sweeney,  Distinguished  Professor  and  Chair,  Knight  Chair 
Search  Committee,  University  of  North  Carolina  at  Chapel  HiH,  Campus  Box  3365,  Chapel 
Hill,  NC  27599-3365.  Telephone:  (919)  962-1204.  Fax:  (919)  962-0620 

Email:  jbass@email.unc.edu.  SchooTs  Website:  www.jomc.unc.edu 
The  University  of  North  Carolina  at  Chapel  Hill  is  an  EOE. 


PRESSROOM  SERMCES  PRESSROOM  SERMCES 


WHAT  IF.... 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1(800)  657-2110 
45  years  in  the  Newspaper  Industry 


-HELP  WANTED- 


AC.ADEMIC 


.AC.ADE.MIC 


ASSISTANT  PROFESSOR 
PRESS  LAW/ETHICS,  DIVERSITY 

Auburn  University  seeks  a  tenure-track  assistant  professor  of  press  law,  ethics  and  diversity 
for  accredited  journalism  program.  Ph.D.  preferred:  master  s  and  exceptional  experience 
considered:  substantial  experience  a  must.  Please  see  full  listing  online  at: 

http://h«ww.editorandpublisherjobs.coftVjobs/ep/index.jso? 


ACCOUNTING 


.ACCOUNTING 


BOOKKEEPER/AUDITOR 

Newspan  Media  Corporation  in  Houston,  TX.  seeks  Bookkeeper./Auditor  to  analyze,  clas¬ 
sify,  and  record  numerical  data  to  keep  financial  records  complete.  Use  Microsoft  Business 
Applications  and  QuickBooks  for  accounts  receivable  and  accounts  payable.  Audit 
contracts,  orders,  and  vouchers.  Perform  routine  calculating,  posting,  and  verifying  duties 
to  obtain  primary  financial  data  for  use  in  maintaining  accounting  records.  Requires  2 
years  in  bookkeeping  and  general  accounting:  accounts  receivable:  and  use  of  accounting 
software  Microsoft  Business  Applications.  Peachtree  or  Quickbooks. 

E-mail  resume  to:  mario.duenas@newspan.net 


.ADX'ERTISING 


.AD\'ERTISING 


The  Sun  of  Lowell,  MA  is  seeking  an  experienced  professional  to  manage  and  lead  our 
advertising  teams. 

The  successful  candidate  will  be  a  dynamic  leader  and  have  the  following  qualities; 
Proven  ability  to  motivate,  coach  and  develop  sales  managers  and  account  executives; 
Proven  track  record  in  increasing  advertising  revenues;  The  ability  to  shape  strategy  and 
develop  clear  business  plans  for  market  share  gro'wth;  A  passion  for  new  media  opportu¬ 
nities;  Experience  in  preparing  budgets,  revenue  projections,  rate  development,  goal 
management,  compensation  plans,  and  to  have  successfully  launched  new  products; 
Strong  interpersonal  and  collaborative  skills;  The  ability  to  create  synergies  between 
multiple  publications  and  to  work  collaboratively  across  departments. 

We  offer  a  competitive  compensation  and  benefits  package.  Send  resume,  cover  letter  and 
salary  history  to:  Judy  Pigeon,  Assistant  to  the  Publisher,  The  Sun,  491  Dutton  Street,  Low¬ 
ell,  MA  01854 .  E-m^  to:  jpigeon@lowellsun.com 


WWW  editofandpublisner.com 
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-HELP  WANTED- 


ART/GR.\PHICS 


EDITORIAL 


EDITORIAL 


An  opening  has  occurred  in  the  mid-south 
area  for  a  publisher's  position  of  a 
weekly  newspaper  and  weekly  shopper, 
A  minimum  of  three  years  newspaper 
selling  experience  or  newspaper  man¬ 
agement  experience  required.  Great  ben¬ 
efits.  Please  send  resume  and  letter 
stating  present  earnings  to:  Box 
4126,  Editor  and  Publisher  Classifieds, 
770  Broadway,  6th  Floor,  NY,  NY.  10003 
or  send  via  Email  to; 

mmacmahon@editorandpublisher.com 

Reference  Box  4126  in  subjectline. 


CIRCULATION 


EDITORIAL  ART 
PRINT/WEB  DESIGNER 

Design/produce  print  pages  with  graph¬ 
ics  and  charts.  Using  same  text  and 
data,  design/  produce  Web  pages. 
Knowledge  of  Illustrator,  In  Design,  Pho¬ 
toshop,  Dream  Weaver,  Macromedia 
Flash  MX  Action  Scripting,  BA  &  3-5 
years  experience  as  designer  required. 
Newspaper  experience  and  Excel,  Word 
visual  basic  skills  a  +.  Resumes:  Editorial 
Services  &  Consulting,  4727  E 
Bell  Rd,  Ste  45  Box  445,  Phoenix  AZ 
85032.  E-mail:edti1serv@aol.com. 


CIRCLL.\TION 


CIRCUUmON  DIRECTOR 

Are  you  an  experienced  Circulation  Director  committed  to  readership  growth,  excellent 
service  and  on-time  daily  delivery?  The  Concord  Monitor,  the  newspaper  that  Columbia 
Journalism  Review  called  “the  best  small  paper  in  America"  is  seeking  a  motivated,  expe¬ 
rienced  Circulation  Director.  We  offer  a  comprehensive  benefits  and  competitive  com¬ 
pensation  package.  Interested?  E-mail  your  resume  to:  hr@cmonitor.com. 

The  Concord  Monitor 
Attn:  Tracie  Wajer 

1  Monitor  Drive,  P.O.  Box  1177,  Concord,  NH  03302-1177. 

Rease  include  a  salary  history  or  salary  requirements 
with  resume  and  cover  letter.  EOE. 


EDITORIAL 


Editor  needed  for  the  Loudoun  Independ¬ 
ent  Newspaper  based  out  of  Northern 
Virginia.  Salary  Negotiable. 

Circulation  of  67,000  to  homes  mailed 
weekly. 

Must  have  lO-i-  years  experience  as  an 
Editor. 

E-mail  resumes  to: 
Publisher®  loudouni.com 


EDITORIAL 


COPY  DESK  POSITIONS 

Arizona  daily  establishing  copy  desk 
needs  desk  chief  and  editors.  Excellent 
opportunity.  Reporters  also  needed. 
Salary  commensurate  with  experience 
and  knowledge.  All  finalists  must  pass  a 
pre-employment  drug  test. 

Send  resume,  references,  writing 
samples  and  salary  requirements  to 
Annette  Weaver,  Human  Resources, 
Casa  Grande  Valley  Newspapers  Inc.,  Box 
15002,  Casa  Grande,  AZ  85230-5002  or 
fax  informationax  to; 

(520)836-2944. 

aweaver®trjv3lleycentral.com 


The  Antelope  Valley  Press  is  seeking  a  reporter  who  is  agile  about  spotting  a  human  in¬ 
terest  feature  and  uncovering  the  “big  story"  at  City  Hall.  Only  prolific,  imaginative 
self-starters  need  apply.  Our  reporters  v/in  awards  and  move  up.  The  ideal  candidate 
has  earned  a  bachelor’s  degree  or  has  equivalent  experience  in  the  journalism  he'd.  Our 
best  prospect  has  1-3  years  experience  at  a  quality  daily  or  weekly  publication.  Will  con¬ 
sider  promising  recent  graduates.  Compensation  negotiable  on  experience,  excellent 
benefits.  Send  resume,  with  cover  letter  and  clips,  to  Antelope  Valley  Press,  Attn: 
Personnel,  P.O.  4050,  Palmdale,  CA,  93590-4050.  Fax  to  (661)  2674284 

E-mail  to:  personnel@avpress.com 


EDITORIAL  DIRECTOR 

Can  you  handle  one  of  the  most  exciting  and  challenging  jobs  in  journalism?  Stars  and 
Stripes,  the  daily,  independent  newspaper  for  the  U.S.  military  overseas,  is  looking  for  an 
Editorial  Director  to  run  its  lively  and  aggressive  newsroom.  With  five  editions  and  a  circu¬ 
lation  of  90,000  -  more  than  70,000  of  which  is  in  the  Middle  East  -  Stars  and  Stripes 
prints  at  nine  locations,  including  Baghdad.  Kabul.  Kuwait.  Bahrain,  and  Djibouti,  as  well 
as  Germany,  Korea.  Japan  and  Italy. 

The  Editorial  Director  will  manage  the  news  staff  of  more  than  100.  including  35  reporters 
stationed  in  key  locations  around  the  world.  Primary  emphasis  is  on  covering  the  military  in¬ 
volved  in  the  wars  in  Iraq  and  Afghanistan,  with  a  minimum  of  five  reporters  downrange  at  all 
times.  The  Editorial  Director  works  out  of  our  Washington  headquarters,  although  he/she  is 
expected  to  travel  abroad  frequently. 

The  freedom  to  report  on  the  military  without  interference  from  within  or  without  has 
made  Stars  and  Stripes  an  award-winning,  outside  source  of  uncensored  information  to 
U.S.  service  members  daily  since  World  War  II.  It  is  the  hometown  newspaper  of  the  over¬ 
seas  military.  Salary  range  is  S120,0CX)  to  S135.000.  with  a  full  range  of  benefits,  includ¬ 
ing  medical,  retirement.  401(k)  and  more. 

Tell  us  about  yourself  in  a  letter  and  E-mail  it  with  a  resume  to  jobs@stripes.osd.mil,  or 
Shamise.l.frazier@us.army.mil  or  FAX  to  (202)  782-0547. 

Stars  and  Stripes  is  an  Equal  Opportunity  Employer. 


MARKETING 

MARKETING 

CIRCULATION  MARKETING  MANAGER 

The  Columbia  Daily  Tribune  is  seeking  a  dynamic,  experienced  sales  and  promotions 
leader  to  develop  and  oversee  sales  campaigns,  marketing  strategies  and  NIE  programs 
for  the  Circulation  department.  Applicants  must  be  able  to  develop  promotional  pieces 
from  start  to  finish,  have  good  management  and  organizational  skills  and  be  proficient  in 
Photoshop,  Office  and  QuarkXPress.  College  degree  and  two  years  related  work  experi¬ 
ence  is  preferred.  We  offer  attractive  benefit  and  competitive  compensation  packages. 
Send  resume  with  salary  requirements  to  Columbia  Daily  Tribune,  Attention  Dirk 
Dunkle,  101  N  Fourth  St,  Columbia,  MO  65201.  E-mail  to;  ddunkle@tiibmail.com. 

EOE.  Drugfree  Workplace,  www.columbiatribune.com. 


Aircraft  Owners  and  Pilots  Association 

With  minimal  supervision  and  coaching,  has  the  ability  to  conceive,  develop,  research, 
and  write  feature  articles  on  advanced  aviation  subjects  along  with  departmental  articles 
and  news  stories  for  AOPA's  publications:  edit  staff  and  freelance  stories;  coordinate  art 
and  photographic  needs  with  the  Art  Department:  and  assist  as  needed  in  the  production 
of  editorial  products.  Ability  to  build  and  maintain  industry  relationships  and  networking. 
Understands  how  and  when  to  tap  into  expertise  in  other  parts  of  AOPA  for  story  ideas 
and  background/review. 

AOPA 

421  Aviaton  Way,  Frederick  MD  21701 
Attn:  Joanna  Norville,  Human  Resources 
E-mail:  hr@aopa.org 


.editorandpublisher.com 


VICE  PRESIDENT  DF  MARKETING 

An  innovative,  east  coast  newspaper  seeks  an  experienced  marketing  executive  to  lead 
strategic  plans  for  the  main  product  as  well  as  a  premier  website  and  a  host  of  ancillary 
publications.  You  should  have  a  strong  background  in  understanding  and  bringing  together 
audiences  as  well  as  providing  leadership  in  identifying  and  developing  niche  products.  This 
is  a  great  opportunity  for  someone  who  wants  to  make  an  impact  on 
the  organization  and  grow  within  a  progressive  company. 

Other  Requirements: 

•Proven  success  driving  advertising  and  circulation  revenues 

•Degree  in  marketing,  advertising  or  related  field  with  at  least  five  years'  experience 
leading  marketing  efforts  within  an  organization 
Rease  forward  a  letter  of  interest  and  resume,  along  with  salary  requirements, 
to;  Editor  &  Publisher  Classifieds,  Box  4124,  770  Broadway.  6th  Floor,  New 
York,  NY.  10003.  OR  via  E-mail,  referencing  Box  4124  in  the  subject  line,  to: 

mmacmahon@editorandpublisher.com 
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-HELP  WANTED- 


PRESSROOM 


EXPERIENCED 
PRESS  OPERATORS 

The  Rapid  City  Journal,  a  daily 
newspaper/commercial  printing  opera¬ 
tion  in  the  beautiful  Black  Hills  of  South 
Dakota,  is  accepting  applications  for  an 
experienced  press  operator.  Goss  Head¬ 
liner  and/or  Community  experience  pre¬ 
ferred. 

Rapid  City  is  located  at  the  base  of  the 
Black  Hills  in  western  South  Dakota  and 
is  home  to  one  of  the  finest  hunting,  fish¬ 
ing  and  recreation  areas  in  the  country. 
We  work  hard  and  play  hard  as  well. 

Interested  persons  are  encouraged 
to  contact  Laurel  Grove,  Human  Resource 
Director,  P.0,  Box  450,  Rapid  City,  SD. 
57709^50.  E-mail: 

HR@rapidcityjournai.com 


PRESSROOM 
ASSISTANT  FOREMAN 

Republican-American,  newspaper  in  Wa- 
terbury.  CT  seeks  journeyman-level  quali¬ 
fications  and  lead/supervisory  experi¬ 
ence;  strong  mechanical  ability;  skilled  in 
leadership,  communication  and  inventory. 
Third  shift:  Wednesday-  Saturday,  over¬ 
time  as  needed.  Excellent  benefits. 
Please  respond  in  confidence  to: 
Personnel,  Republican-American,  389 
Meadow  St.,  Waterbury,  CT  06702.  Fax: 
(203)  573-9432.  press-hr@rep-am.com. 
EOE. 


PUBLIC  RELATIONS 


PRODUCTION/TECH 


PRODUCTION/TECH 


PRODUCTION/TECH 
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The  Virginian-Pilot 

Perform  high  quality  preventive  and  cor¬ 
rective  maintenance  on  all  production 
presses  and  press  support  equipment 
pertaining  to  production.  Packaging  or 
mailroom,  lmaging,^latemaking.  News¬ 
print,  and  loading  dock.  Be  able  to  per¬ 
form  metal  fabrication. 

Requirements:  5  years  as  a  machinist 
preferably  in  a  printing  production  envi¬ 
ronment.  Please  respond  to: 

Lorenzo  Mason 
5429  Greenwich  Road 
Virginia  Beach,  VA  23462 

lorenzo .  mason@pilotonline .  com 


NEWSPAPER  PRODUCTION  DIRECTOR 

Growing  independent  newspaper  publishing 
company  in  Colorado  seeks  experienced  pro¬ 
duction  manager  to  head  operation  including 
three  dailies,  four  weeklies  and  busy  commercial 
department.  Responsibilities  include  quality  as¬ 
surance.  deadline  adherence,  mailroom  opera¬ 
tion  and  all  other  aspects  of  newspaper  and 
commercial  press  operation.  Applicants  should 
have  minimum  of  five  years  of  daily  newspaper 
production  supervisory  experience  including 
commercial  sales  and  customer  relations  experi¬ 
ence.  Successful  applicant  will  oversee  opera¬ 
tion  of  nine-unit  Goss  Urbanite  at  primary  print¬ 
ing  site  and  work  with  departments  at  other  com¬ 
pany  locations.  Send  resume  to  Human  Re¬ 
sources  Manager,  Attn:  Production,  Lehman 
Communications  Corporation,  P.  0.  Box  299, 
Longmont,  Colo.  80502  or  E-mail:  HR@Lehman- 


PUBLIC  RELATIONS 


PUBLIC  RELATIONS  DIRECTOR 

9am-5pm,  40  hours/week.  S47,000/year.  Located  in  Orlando,  FL,  BA  degree  in  Public 
Relations  and  Advertising  required.  Duties;  promote  advertising  and  publication  sales  of 
and  create  goodwill  for  the  company's  thrice-weekly  published  university  student  newspaper 
and  weekly  published  community  newspaper  utilizing  knowledge  of  theories,  principles  and 
technologies  of  public  relations,  advertising  and  university  student  newspaper 
publishing  industries  by  planning  and  conducting  public  relations  programs  designed  to 
create  and  maintain  a  favorable  public  image  of  the  company's  publications  and  adver¬ 
tisement  opportunities  therein,  planning  and  directing  the  development  and  communication 
of  information  designed  to  keep  the  public  informed  of  the  publications,  their  advertisement 
options  and  how  they  relate  to  programs  at  the  university  campus,  accomplishments  and 
points  of  view,  arrange  for  public  relations  efforts  in  order  to  meet  the  needs 
and  objectives  of  the  publications  and  this  organization,  and  promote  goodwill  through 
publicity  efforts. 

Mail  resume  to:  Backlog  Elimination  Center,  Employment  &  Training  Administration,  Division 
of  Foreign  Labor  Certification,  1  Belmont  Avenue,  Suite  220,  Bala  Cynwyd,  PA  19004  or  fax 
to  (484)  270-1615.  Reference  ETA  Case  #P-0513822659KC15. 
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COMMERCIAL  PRINT  MANAGER 

An  innovative  publishing  group  located  in  the  Northeast  has  an  immediate  opening  for  a 
Commercial  Print  Manager. 

As  a  progressive  multimedia  company  in  northeastern  Pennsylvania,  we  offer  a  variety  of 
web  print  and  packaging  services  in  and  around  the  state  of  Pennsylvania.  Over  the 
years,  we  havetexpanded  our  commercial  printing  business  into  a  multi  million  dollar  op¬ 
eration.  The  recent  capital  improvements  have  enabled  us  to  produce  top  notch  quality, 
increased  color  capacity  and  very  competitive  pricing.  We  are  poised  for  further  growth 
and  looking  for  a  pro  that  can  leverage  our  strengths. 

The  ideal  candidate  will  be  a  high  energy  individual  with  a  drive  to  succeed.  While  under¬ 
standing  of  all  aspects  of  production  processes  is  important,  significantly  increasing 
sales  is  Job  #1.  Persons  with  a  business  owner  mentality  are  encouraged  to  apply. 

This  position  reports  to  the  VP  /  Operations  but  works  closely  with  the  entire  production 
management  team.  We  offer  a  base  salary  and  generous  incentive  compensation  program 
for  sales  results,  along  with  a  comprehensive  benefits  package. 

If  interested,  please  send  a  resume  with  compensation  history  and  expectation 
to:  Editor  &  Publisher  Classifieds,  Box  4130,  770  Broadway,  6th  Floor,  New 
York,  NY  10003.  OR  via  E-mail  to:  mmacmahon@editorandpublisher.com.  Please  reference 
Box  4130  in  subject  line. 


PRODUCTION  DIRECTOR  OF 
PACKAGING  OPERATIONS 

The  Dallas  Morning  News  is  seeking  a  Production  Director  of  Packaging  Operations  in 
Plano,  Texas.  This  position  provides  leadership  and  direction  for  the  daily  newspaper 
packaging/manufacturing  operations.  The  incumbent  must  have  and  continually  develop 
extensive  knowledge  of  manufacturing  best  practices. 

Qualified  candidates  will  demonstrate  the  following: 

•Bachelor's  degree  preferred,  but  extensive  manufacturing  experience  will  be  considered. 
•Seven  to  ten  years  of  experience  managing  a  production/manufacturing  workforce  and 
a  proven  track  record  managing  and  developing  supervisory  personnel. 

•Strong  business  acumen,  analytical  with  excellent  problem  solving  skills. 

•Excellent  communications  and  organizational  skills;  proficient  with  spreadsheet  and 
database  programs  and  cost/manufacturing  modeling. 

Interested  candidates  may  submit  their  resumes  by.  Fax.  E-mail  or  mail  to; 

The  Dallas  Morning  News 
Attn:  Human  Resources 
3900  W.  Plano  Pkwy.,  Plano,  TX  75075. 

FAX:  (214)977-6910 
tdmn-nplanthr@dallasnews.com 


www.editorandpublisher.coin 


THE  INTERSECTIDN  OF 
MEDIA,  ENTERTAINMENT  &  WALL  STREET... 


DOj^UQNES^ 


nielsen 


PRESENT 


MEDIAandMONEY 


NOVEMBER  V-S,  2DD7 
GRAND  HYATT  •  NEW  YORK  CITY 


JOIN  DOW  JONES  AND  THE  NIELSEN  COMPANY  FOR  A  UNIQUE  TWO'DAY  EVENT  UNITING 
MEDIA  AND  ENTERTAINMENT  DEALMAKERS  WITH  PRIVATE  AND  PUBLIC  INVESTORS  TO  DISCUSS 
HOW  THEY  CAN  WORK  TOGETHER  TO  PROFIT  IN  AN  AGE  OF  UNCERTAINTY. 

This  must-attend  conference  will  examine  how  wall  street  is  closing  in  on  the 

WORLD  OF  MEDIA  AND  ENTERTAINMENT  THROUGH  CUTTING-EDGE  PANEL  DISCUSSIONS 
AND  CAPTIVATING  KEYNOTE  INTERVIEWS. 


KEYNOTE  SPEAKERS  INCLUDE: 


JEFFREY  L.  BEWKES 
PRESIDENT  AND  COD 
TIME  WARNER 


MICHAEL  EISNER 
THE  TQRNANTE 
COMPANY 


NORMAN  PEARLSTINE 
SENIOR  ADVISOR 
THE  CARLYLE  GROUP 


STEVEN  RATTNER 
MANAGING  PRINCIPAL 
QUADRANGLE  GROUP 


SUMNER  REDSTONE 
EXECUTIVE  CHAIRMAN 


DANIEL  SNYDER 
OWNER  AND  CHAIRMAN 


OF  THE  BOARD,  VIACOM  WASHINGTON  REDSKINS 


DON’T  MISS  YOUR  CHANCE  TO  NETWORK  WITH  THE  PROFESSIONALS  WHO  ARE 
RESPONSIBLE  FOR  TODAY’S  MOST  IMPORTANT  MEDIA  AND  ENTERTAINMENT  DEALS! 

WWW.MEDIAANDMaNEYCaNFERENCE.CDM 

POWER  PLAYERS  RATE  $2. TOO  *  REGISTER  BY  SEPTEMBER  21 
REGISTRATION  6A6. 654. 7254  •  SPONSORSHIPS  646.6  54.4  7  IS  OR  415.439.6631  •  GRAND  HYATT  BQD-233- 1234 
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GET  YOUR  HANDS  ON  EVERYTHING 
YOU  NEED  TO  KNOW  ABOUT 
NEWSPAPERS  FROM  THE  WORLD'S 
MOST  RELIABLE  SOURCE! 
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THE  YEAR  BOOK  ONLINE 

This  powerful  research  tool  lets  you  access  continuously  updated 
YEAR  BOOK  information  instantly.  With  its  fully  indexed  and  search¬ 
able  database,  you  can  target  newspapers  by  personnel  type,  circu¬ 
lation,  edition,  equipment,  special  topics  and  much  more.  All  data  can 
be  exported  to  your  PC,  so  you  can  customize  mailing  lists,  even 
import  information  into  your  contact  management  software.  It's  the 
easiest  way  to  hook  up  with  the  industry's  best  database! 

For  more  information  on  the  YEARBOOK  online, 
see  our  demo  at: 

www.editorandpublisher.com/yearbook 


M  HERE'S  A  PREVIEW  OF  WHAT'S  INSIDE. 


PART  1 :  The  Dailies 

U.S.  &  Canadian  Dailies.  Listings  provide  address,  phone/fax/e-mail  numbers,  web  site 
address,  contacts/key  personnel,  local  population,  circulation,  subscription  rates,  advertising 
rates,  special  editions/sections,  mechanical  specifications,  newsprint  and  other  commodity 
consumption,  equipment  used  and  news  services.  Plus  national  and  tabloid  newspapers. 

PART  2:  U.S.  and  Canadian  weeklies  in  a  600-plus  page  volume 

Here's  where  to  turn  for  extensive  coverage  of  weekly  community  newspapers...shopper/ 
TMC  (Total  Market  Coverage)  publications...alternative,  black,  ethnic,  hispanic,  religious, 
gay  and  lesbian,  military,  parenting,  real  estate  and  senior  publications...  plus  newspaper 
groups  and  other  organizations.  Listings  include  address,  phone/fax/e-mail  numbers,  web 
site  address,  key  personnel,  circulation,  subscription  rates,  advertising  rates,  mechanical 
specifications  and  installed  equipment. 

PART  3:  Who's  Where 

Portable  and  packable.  Part  3  is  your  own  personal  phone  directory  of  everyone  who's  any¬ 
one  in  the  newspaper  business.  It's  your  indispensable  companion  to  Parts  1  and  2! 


Don't  wait  -  order  your  Year  Book  today  in  print,  online  or  both! 

GO  TO:  www.editorandpublisher.com/ordernow 
OR  CALL  800-562-2706  OR  FAX  646-654-5518. 
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Your  Complete  Newspaper 
Industry  News  Source 


Subscribe  Today! 
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PUBLISHER 


Coverage  of  all  aspects 
of  the  North  American 
newspaper  industry, 
includiog  business, 
nensroom,  advertising, 
circul^^m,  marketing, 
technoloj 
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REASONS  TO 
SUBSCRIBE: 


EDITORC? 

PUBLISHER 


EDITORt- 

PUBLISHER 


Top- to- hot  tom  coverage 
of  the  newspaper  business 

Special  reports  like 
Editor  &  Publisher  of 
the  Year,  Production 
All-Stars,  and  Photos 
of  the  Year 


□  Please  sign  me  up  for  a  1-year  print  and 
online  subscription  to  Editor  &  Publisher 
for  only  $99 

□  Save  me  even  more! 

Send  me  2  years  for  only  $169 


12  Months  of  exclusive 
online  access  to 
editorandpuhlisher.com 


□  Payment  Enclosed 

□  Bill  me 

□  Charge  my:  □  VISA  □  MC  □  AmEx 
Card  # 


FOR  FASTER  SERVICE 
SUBSCRIBE  ONLINE  @ 
www.editorandpublisher.coni 

Call  toll-free  1-800-562-2706 
or  fax  646-654-5518. 


Nature  of  Business 


Please  add  applicable  sales  tax  for  DC,  GA,  MA, 
MO,  SC,  TN.  Canadian  residents  please  add  GST. 
International  subscriptions: 

$159  Canada,  $320  Foreign.  U.S.  funds  only. 


www.editorandpublisher.com 
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EDITORe^PUBLISHER 

focuses  on  industry  trends,  commentary  and 
analysis  that  helps  put  the  latest  news  into 
perspective.  Special  issues  throughout  the  year 
focus  on  topics  and  events  of  great  importance 
to  the  industry. 

>  Photos  of  the  Year  is  an  annual  contest 
where  readers  submit  their  most  compelling 
photos.  E&P  prints  a  gallery  of  the  best  and 
selects  one  winner  to  receive  a  cash  prize. 
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>  The  Data  Page  is  a  new  collection  of  data 
and  charts  that  show  where  the  industry 
has  been  lately  -  and  where  it  is  heading. 

>  E&P  Technical  is  a  monthly  section  offering 
news  and  commentary  on  everything  from 
pre-press  to  post-press  (and  newspaper 
operations)  by  tech  authority  Jim  Rosenberg 

>  Page  One  is  an  enlarged  front-of-book 
section  on  the  important  and  offbeat, 
including  what's  hot  and  what's  not, 
interviews  with  newsmakers  and  the 
Photo  of  the  Month. 
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The  art  of  picking  comics  is  part  of  Mark  Johnson’s  job  as  an  editor  at  Oregon’s  Register-Guard. 

Online  polling  is ... 


But  some  papers  still  get  readers’  comics  views  via  print  polls 

BY  DAVE  ASTOR 

There’S  always  been  debate  about  whether 
comics  polls  accurately  reflect  a  newspaper  s  reader- 
ship,  but  little  disagreement  that  these  surveys  are 
increasingly  being  conducted  partly  —  or  completely 
—  online.  Going  the  online  route  has  several  advan¬ 
tages,  among  them  fewer  tabulation  hassles,  the  potential  to  at¬ 
tract  more  respondents,  and  the  potential  to  attract  younger  ones. 
Disadvantages  can  include  organized  voting  campaigns  on  behalf 
of  particular  strips,  as  well  as  digital  glitches  like  the  2004 
snafii  on  The  Plain  Dealer  of  Cleveland  s  Web  site  that  caused  one 

comic's  name  to  temporarily  appear  in  2000,  the  P-G  conducted  a  comics  sur\  ey 

bigger  and  bolder  t>pe.  that  resulted  in  about  8,000  people  snail- 

The  Pittsburgh  Post-Gazette  is  among  the  mailing  a  form  that  ran  in  the  print  edition, 
papers  that  have  witnessed  how  useful  on-  while  another  3,000  or  so  voted  online, 

line  polling  can  be.  Back  in  late  1999/early  Last  year,  the  paper  polled  readers  again  — 


this  time  emphasizing  online  voting  —  and 
received  some  5,500  responses.  More  than 
98%  of  the  2006  respondents  cast  their 
votes  on  the  paper’s  Web  site,  said  P-G 
Assistant  Managing  Editor/Multimedia 
Allan  Walton  (who  attributed  the  smaller 
total  turnout  last  year  at  least  partly  to  the 
paper  not  promoting  the  poll  enough). 

Walton  likes  the  online  approach.  “In 
the  earlier  poll,  the  form  took  up  almost  an 
entire  page  in  the  newspaper,"  he  recalled, 
adding  that  counting  the  votes  was  “veiy 
labor-intensive.  We  had  to  hire  two  full¬ 
time  temps."  The  digital  poll  results  were 
“tabulated  automatically,"  reported  Walton. 
“It  was  night  and  day  in  terms  of  the  ease 
in  pulling  it  all  together." 

The  mostly  online  nature  of  the  P-Gs 
2006  sur\  ey  may  have  also  affected  the  re¬ 
sults.  Ch  er  the  years,  a  number  of  cartoon¬ 
ists  have  criticized  print-edition  comics 
polls  for  drawing  a  disproportionate  share 
of  retired  readers,  who  arguably  have  more 
time  to  vote  —  thus  gi%ing  a  possible  advan¬ 
tage  to  older,  more  traditional  strips. 

According  to  Walton,  the  percentage  of 
18-to-30  voters  was  higher  in  the  2006  poll 
than  in  the  1999-2000  one.  That  might 
have  contributed  to  the  win  for  the  some- 
what-edg\'  “Fo.xTrot"  by  Bill  Amend  of 
Universal  Press  Syndicate. 

Mark  Johnson,  features  editor  at  The 
Register-Guard  in  Eugene,  Ore.,  said  his 
paper  is  aware  that  the  results  of  a  print 
poll  “probably  skew  older.  We  take  that  into 
consideration."  For  instance,  two  United 
Media  strips  —  Darby  Conley's  “Get  Fuzz\  " 
and  Stephan  Fastis'  “Pearls  Before  Swine" 

—  didn’t  finish  as  high  as  .some  other 
comics  in  the  most  recent  sur\  ey  but  were 
kept  because  they’re  popular  with  fans  that 
include  many  young  adults.  And  Johnson, 
like  numerous  other  editors,  makes  sure  he 
has  comics  for  kids  (who  usually  vote  in 
polls  less  often  than  adults  do). 

The  Register-Guard's  most  recent  comics 
sur\ey  was  conducted  in  December  2005, 
but  the  results  weren’t  announced  until 
June  2006.  So  what  took  so  long? 

“I  decided  I’d  seen  enough  [online] 
'ballot-box  stuffing,’"  Johnson  told  E^P. 

“I  w  anted  something  that  would  give  me 
more  of  a  true  idea  of  what  readers 
thought.”  Voters  were  asked  to  mail  in  a 
sun  ey  form  clipped  from  the  paper,  with 
no  photocopies  allowed. 

The  winner  was  “Stone  Soup,"  a  Univer¬ 
sal-distributed  comic  that  features  the 
veiy  modern  families  of  two  sisters.  It’s  a 
well-regarded  strip  that  might  not  nor- 
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mally  win  a  print  comics  poll  —  except 
that  its  creator,  Jan  Eliot,  lives  in  Eugene. 

Johnson  said  the  Register-Guard  might 
make  its  next  poll  more  of  an  online  one  if  it 
feels  “enough  filters”  are  in  place.  In  the 
meantime,  the  paper  hosts  a  Web  forum 
that  accompanies  an  in-paper  “guest  comic” 
feature.  Each  guest  comic  is  tested  for  tw  o 
months,  and  readers  comment  on  it  online. 

The  Orange  County  (Calif)  Register  did  a 
2006  poll  that  allow  ed  readers  to  respond 
\ia  postal  mail  or  e-mail.  Not  surprisingly, 
the  digital  voters  tended  to  go  for  edgier 
comics.  One  paragraph  from  the  story- 
announcing  the  poll 
results  read:  "’Family 
Circus.' the  sweet,  inof- 
fensive  (some  would  "  ) 

say  boring)  little  family 
panel,  was  wa>’  more 
popular  on  the  mail-in 
ballots  than  it  was  with 
the  e-mail  crowd  while 
'Get  Fuzzx,'  featuring 
Satchel.  Buck)-,  and 

Rob  in  edgx’,  sarcastic  ^ 

(some  would  say  nasty) 

banter,  scored  better 

with  e-mailers  than 

snail-mailers.” 

The  — 
topped  by  “For  Better 

or  For  Worse”  b\-  L\-nn 
,  ,  .  i  iT  :  ‘  1  The  P-G’s  Allan  Wall 

Johnston  of  Lniversal 

—  drew  nearly  3,000  \  otes.  Is  that  repre¬ 
sentative  enough  of  an  entire  readership’s 
comic  preferences?  “Three-thousand 
certainh-  isn’t  a  scientific  sampling,  but  it’s 
substantial,”  replied  Rebecca  Allen,  the 
0C7?’s  deputy  editor  for  features.  ’’We  don’t 
get  response  that  high  for  amthing  else.  ” 

Johnson  said  the  4,350  res{X)ndenLs  to 
the  Register-Guaixrs  2006  jx)ll  were  “about 
6%  of  our  readership  —  a  \  eiy  high  return. 
You  wouldn’t  get  that  kind  of  response  to 
the  most  volatile  p{)litical  question.” 

But  Chieago  Tribune  As,s(.K\eiXt'  Managing 
Editor/ Features  Geoff  Brown  said  that 
while  comics  sun  eys  have  their  ix)siti\  e 
aspects,  he  doesn’t  think  they’re  all  that 
representative.  He  feels  man\-  jx)lls  are 
“dominated  b\-  a  tiny  fraction  of  readership, 
rather  than  b\-  those  who  are  either  t(X) 
bus\  to  vote,  or  —  most  likely  —  expect  edi¬ 
tors  to  do  with  comics  what  they  do  in  the 
news  pages:  Make  an  informed  decision 
about  what  to  run." 

Indeed,  most  papers  that  conduct  comics 
polls  still  ha\  e  editors  iiwoh  ed  in  selecting 
which  strips  will  and  won’t  nm.  The  sur¬ 


The  P-G's  Allan  Walton  prefers  online  polls. 


veys  ha\  e  an  impact  on  those  decisions,  but 
are  not  the  sole  determinant. 

At  the  Tribune,  for  instance.  Brown 
said  “a  14-member  committee  —  diverse  in 
age,  race,  e.xperience,  and  taste  in  humor  — 
suggests  changes,  and  the  managing  editor 
for  features  and  the  editor  of  the  newspaper 
re\iew  all  such  decisions  before  we  proceed. 

I  offer  all  parties  as  much  information  as  I 
can,  including  what  polls  say,  as  well  as 
what  they  have  said  in  the  past.  The  com¬ 
mittee’s  editorial  judgment  carries  the  day.” 

Still,  many  papers  feel  comics  sur\  eys  are 
worthwhile.  For  one  thing,  they  can  pro\ide 

P.  editors  with  data  to 
1  when  responding 

•  'Hr  ^  readers  who  are  up- 

set  about  a  comic  be- 
ing  dropped  or  added. 

*  And  sur\eys  give  read- 

opportunit}-  to 
their  opinions. 
^  “I  think  comics  polls 
-  *  are  a  great  idea,”  said 

Gina  Carbone,  fea- 
tures  editor  at  the 
Portsmouth  (N.H.) 
Herald,  which  con¬ 
ducted  a  sur\e}-  last 
year  in  which  “For 
Better  or  For  Worse” 
finished  first.  “Comics 

are  something  readers 
prefers  online  polls.  ,  .  ,  ~ 

care  about  very-  much. 

But  whatever  the  results  of  sur\  eys,  mam- 
papers  diversify-  their  comics  e\-en  if  it 
means  keeping  some  that  poll  relati\-ely 
low-.  They  have  some  comics  that  apj^eal  to 
older  people,  some  that  appeal  to  a  younger 
demo,  some  that  appeal  to  w  omen,  some 
that  appeal  to  men.  and  the  like.  (Of  course, 
there  are  also  some  strips  —  like  “Peanuts” 
in  its  heyday  —  enjoy  ed  by  \-irtually-  all 
readers.)  Part  of  this  diversification  process 
iiiN  olves  nmning  at  least  some  new  er 
comics  that  might  not  have  been  around 
long  enough  to  finish  high  in  polls. 

“Even  a  IdO-year-old  newspaper  like  the 
Tribune  has  to  freshen  its  lineup  at  regular 
inten  als.  Otherwise  w  e’ll  miss  out  on  the 
nex-t  generation  of  history-making  cartoon¬ 
ists.  such  its  [  The  Boondocks’  creator] 

Aaron  Mc'Gnider,"  said  Brow-n.  w  hose 
pajx'r  conducted  its  last  print  poll  in  1998 
and  has  done  some  online  sun  eys  since 
then.  “T(xiay-'s  so-called  ‘chissics’  wouldn’t 
have  made  it  into  print  if  my  predecessors 
hadn’t  made  nxim  for  them,  as  painfiil  as 
that  might  ha\-e  been.  I  ow  e  my  successor  no 
less.  Some  strips  need  time  to  catch  on.”  S 
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MARKETPLACE 


Muller  Martini 
4444  Innovation  Way 
Allentown,  PA  18109 
Phone:  (610)  266-7000 
Fax:  (610)  231-3990 
www.mullermartini.com 

Muller  Martini  serves  newspaper  packaging  and 
distribution  needs  with  the  industry's  most  exten¬ 
sive,  technically  advanced  and  proven  line  of  high 
speed  inserting,  conveying,  bundle-building  and 
bundle  distribution  systems,supported  by  Muller 
Martini's  state-of-the-art  production  control 
software. 


M  E  D  I  A  S  PAN 

MEDIA  SOFTWARE 

Melbourne,  Florida 
(321)  242-5000 

Ann  Arbor,  Michigan 
(734)  662-5800 

www.mediaspansoftware.com 

MediaSpan  Media  Software  provides  more  than 
2,900  newspaper  customers  with  mission- 
critical,  pre-press  publication  software  and 
powerful  content  management  tools  that  enable 
efficient  produa  delivery  to  consumers  across 
print,  online  and  wireless  platforms. 


EPG 


l■tcgraltd 

Color 

Control 

Sointioas 


Essex  Products  Group 
(860)  767  7130  www.epg-inc.com 
sales@epg-inc.com 

•  Computerized  Ink  Key  Control 

•  Automatic  Presetting 

•  Closed  Loop  Color  Control 

•  Ink  Sweep,  Water,  Register  Controls 

•  Original  Equipment  or  Retrofit 


I 


I  fra  Expo  2007 

The  annual  event  of  the  newspaper  industry 

8  to  11  October  2007 
Vienna,  Austria 


Register  now  online  at 
www.registration.ifraexpo.com 


www.ifraexpo.com 


THE  DATA  PAGE 


NEWSPAPER  STOCK  PERFORMANCE 


Gannett  (GCI) 

Dow  Jones  (DJ) 

Tribune  (TRB) 

New  York  Times  (NYD 
E.W.  Scripps  (SSP) 
Washington  Post  (WPO) 
Belo  (BLC) 

McClatchy  (MNI) 

Media  General  (MEG) 
Lee  (LEE) 


DJ  U.S.  Publishing  Index 


DJ  U.S.Total  Market  Index 


Aug.  16  close 

47.36 

58.50 

25.41 

22.38 

38.84 

793.00 

16.52 

22.58 

28.46 

18.89 


280.49 


342.42 


%  change 
YOY  30  da 
-15.22 
64.79 
-19.61 
2.47 
-11.32 
5.52 
0.18 
-46.34 
-24.65 
-24.01 


0.84 


9.27 


30  days  ended  Aug.  16 
-13.81 
2.72 
-14.30 
-6.20 
-17.36 
-0.06 
-20.81 
-19.90 
-16.61 
-7.67 


-14.88 


-9.30 

Source:  Dow  Jones  Indexes 


POLITICAL  AD  SPENDING  I 


Compound  Annual  Growth,  2000-2006 

Broadcast  TV  .32.7% 

Newspapers  58.1% 

Online  145.0% 

60  90 

Direct  mail  42.9% 


TOP  10  ONLINE  I  PIMP  MY  RIDE 
NEWSPAPER  MARKETS 


Internet  users  who  have  read  a  newspaper 
online  in  the  past  30  days  (ranked  by 
designated  market  area) 

Market _ %  of  Internet  users 

Boston  35% 

Washington  D.C.  32% 

Raleigh/Durham,  N.C.  30% 

Roanoke/Lynchburg,  Va.  29% 

New  York  29% 

Albany/Schenectady/Troy,  N.Y.  29% 

Charleston/Huntington,  W.Va.  29% 

Indianapolis  29% 

Phoenix  28% 

Providence/New  Bedford,  R.l.  28% 

Source:  Scarborough  Research 


Newspaper  readers’ 
automobiles 

%  of  readers 

Auto  more  likely  to  buy 

Cadillac  42% 

Mercedes  38% 

Lexus  37% 

Subaru  37% 

BMW  23% 

Lincoln  18% 

Acura  17% 

Buick  16% 

Avid  newspaper  readers  are 
more  likely  than  the  average 
person  to  own  a  wide  variety  of 
luxury  vehicles. 

Source:  Scarborough  Research 


HOW  LOW  CAN  YOU  GO? 


Public  Rates  Jobs  by  Prestige 

%  of  adults  surveyed 


Teacher 


Doctor 

Member  of  Congress  26% 

Lawyer  22% 

journalist  1.3% 
stockbroker  12% 

Actor  9%  20  30  40 

Real  estate  broker/agent  5% 


Source:  The  Harris  Poll 


1  PROF  STATS 

STILL  RUNNING 

Makeup  of  J-School 

STOCK  TABLES? 

professors 
90%  White 
64%  Male 
55  Average  age 

Source:  The  Philip  Merrill 
College  of  Journalism, 
University  of  Maryland 


GROWTH  OF  U.S.  SPENDING  IN  NEWSPAPERS 


($  in  millions) 

_ Daily  Newspapers 

2006  Expenditures  $57,158 

2001-2006  CAGR  0.7% 

2006-2011  CAGR*  -1.1% 

2011  Expenditures*  $54,010 

CAGR:  Compound  Annual  Growth  Rate  ^Projected 


Weekly  Newspapers 
$6,338 
4.3% 
3.4% 

$7,492 


Digital  Platforms 
$3,327 
32.7% 
24.2% 
$9,816 


Total 

$66,823 

1.8% 

1.3% 

$71,318 


Focus  on  Stocks 
National 

No  only 

stock  18% 

tables 

Local 

interest  ^ 
only  29% 


Space  Devoted  to  Stock  Tables 

2  pages  or  1  to  1.9 


Source:  Veronis  Suhler  Stevenson  Communications  Industry  Forecast 


FORECASTED  DIGITAL  SPENDING  IN  NEWSPAPERS 


No  tables 

printed 

34% 


($  in  millions) 
Advertising  2007 
Internet  $4,100 

Mobile  $19 


2008  2009  2010  2011 

$5,138  $6,345  $7,678  $9,114 

$30  $44  $62  $86 


?010  2011  CAGR  2001-2006  CAGR  2006-2011 

,678  $9,114  32.5%  23.2% 

$62  $86  459.9%  50.7% 

Source:  Veronis  Suhler  Stevenson  Communications  Industry  Forecast 


Source:  Donald  W.  Reynolds 
National  Center  for  Business  Journalism 
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Editorial  Catfoon  of  the  Month 


Each  weekday  on  our 

Web  site,  E&P  Online 
Editor  Pauline  Millard  J 

offers  up  “Pauline's  Picks,” 
highlighting  newspapers’  effec- 
tive  and  innovative  uses  of  online 
multimedia.  Check  out  her  latest 
selections  at  www.editorandpublish- 
er.com,  and  this  space  for  some  of  the  top  picks. 


‘St.  Lons  Fost-Dispatc  h'tttj^s  itik 
cut  's  stor\  of  i  he  bi.i  f:s 

There  are  people  at  the  St.  Louis  Post- 
Dispatch  who  know  their  blues  —  as  well 
they  should.  The  genre  has  a  long  and 
colorful  history  in  the  Gateway  Cit>'. 

The  paper  has  put  together  a  compre¬ 
hensive,  multimedia  blues  project.  It  took 
a  team  of  15  staffers  to  complete,  using 
such  varied  talents  as  a  \ideographer  and 
a  Flash  designer.  The  project  includes  a 
history-  of  St.  Louis’  blues  scene,  including 
print  stories  and  \ideo  inteiriews  \\Tth 
many  of  its  major  players.  Another  section 
focuses  on  the  new  generation  of  St.  Louis 
blues  musicians.  There’s  even  a  blues 
timeline  that  dates  back  to  1873.  And 
since  it  is  a  project  about  music,  there  are 
lots  of  music  clips,  some  showcasing  very- 
early  works. 

http://www.stltoday.com/mds/enfertainment/html/191 


GARY  VARVEL,  THE  INDIANAPOLIS  STAR/ 
CREATORS  SYNDICATE,  JULY  30 


interr-iews  with  local  residents,  former 
National  Guardsmen,  and  shopkeepers 
w  ho  were  there,  as  w  ell  as  scholarly  analy 
sis.  The  paper  also  encouraged  readers 
to  contribute  their  ow-n  thoughts. 
http://www.  nj.com/newark  1 967/ 


NK’WCOM  F(K-l  sf:.s  on  t.OC.M.  nf.ws  .\m> 

IT  1T1.F  kit»f; 

Some  papers  have  been  wading  in  the 
h>per-local  w  aters  for  years,  and  have 
become  quite  good  at  it.  The  Cincinnati 
Enquirer-hosleA  NlQ'.com,  a  Web  site 
about  northern  Kentuck>-,  is  also  doing 
h\per-local  well.  Readers  can  search  for 
new  s  by  count)-,  and  updated  weather  and 
traffic  —  the  sort  of  practical  information 
the  average  reader  needs  —  is  easily  found 
at  the  top  of  the  page.  Readers  w  ho  w  ant 
to  try-  their  hand  at  citizen  journalism  can 
click  a  link  to  submit  photos  and  new  s. 
There’s  a  lot  of  local  flavor,  naturally,  such 
as  a  photo  galleiy-  of  a  circus  camp  for 
kids.  Visitors  also  can  w  atch  a  Webcast  of 
the  local  news  or  even  play  a  little  Sudoku. 
http://news.nky.com/apps/pt)cs.dll/frontpage 


‘Rik'kn  Mot  nt.\ix  New  s’  oi- i-stn  RCF>i 

^OlTH-ORIENTEI)  fONI  EN'l 

Reaching  the  elusive  youth  market  is 
no  easy  task,  especially  for  new  spapers. 
Who’s  going  to  create  all  this  brilliant 
content  if  layoff’s  and  buyouts  are  the 
order  of  the  day?  Perhaps  this  is  w  here 
outsourcing  comes  in.  One  paper  that  is 
gh-ing  it  a  shot  is  The  Rocky  Mountain 
News  in  Denver. 

The  Mile-High  City  is  a  hot  spot  for 
young  people  to  live  in,  so  there  is  a  defi¬ 
nite  audience  for  fresher  content: 
The  paper  is  linking  to  \-ideos 
from  ManiaTV.com,  a  Web  site 
that  creates  its  ow  n  original  pro¬ 
gramming  and  lets  view  ers  have 
their  own  channels  as  well.  When 
last  I  checked,  the  newspaper  was 
linking  to  an  interview  with  The 
Fray,  a  rock  group  that’s  originally 
from  Denver.  There  w  ere  also 
links  to  an  indie  music  channel, 
as  well  as  another  one  devoted  to 
winter  sports. 

http://cfapp2.rockymountainnews.com/video/ 


Newark,  N.J.  “Siar-Leihier’  re\  isits 

1967  RIOT'S 

For  the  anniversaiy-  of  the  New  ark  Riots 
—  during  w  hich  the  arrest  and  beating  of 
a  black  cab  driver  led  to  an  intense  si.\-day 
bloody  street  battle  betw  een  New  Jersey 
State  Police  and  the  National  Guard 
against  an  angiy-  mob  —  the  New  ark 
Star-Ledger  updated  its  Web  site  daily 
for  a  w  eek  with  new-  stories  about  the 
conflict.  There  were  also  \ideos  featuring 


Attam  a  Joi  rnae-Con.stt  ri  tiox’  i  sfs 
Web  for  extensix  e  photo  (iaelerifs 
If  the  Web  has  offered  newspapers  one 
great  innovation,  it’s  the  abilit>-  to  show- 
off  far  more  photographs  than  in  the  print 
edition.  On  the  Web  site  of  The  Atlanta 
Joumal-Consitution,  readers  can  check 
out  its  extensive  photo  galleries.  The  paper 
even  found  a  way  to  monetize  the  traffic  by 
allowing  a  print-on-demand  photo  Web  site 
to  advertise  within  the  galleries. 
http://www.access3tlanta.com/homepage/content/ 
homepage/galleries.html 


The  National  Guard  takes  up  positions  in  downtown 
Newark  after  a  night  of  rioting  on  July  14,  1967. 
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Shoptalk 


The  Minneapolis  saga  is  symptomatic  of  a  bigger  problem 


Those  following  the  tribulations  at  American 
newspapers  certainly  witnessed  a  strange  summer. 
In  the  Dow  Jones  auction,  for  example,  the  loony 
waffling  of  the  Bancroft  family  was  even  enough  to 
inspire  sympathy  for  that  devil  Rupert  Murdoch. 
Amidst  the  swapping  of  properties,  the  layoffs,  and  the  dismal 
ad  results  was  the  saga  that  played  out  in  a  St.  Paul,  Minn., 
courtroom  (detailed  elsewhere  in  this  issue). 

What  gained  the  most  attention  was  Par  Ridder,  the  publisher 
of  the  St.  Paul  Pioneer  Press,  admitting  that  when  he  crossed  the 


Mississippi  to  take  the  same  post  at  the 
Star  Tribune  in  Minneapolis  he  bogarted 
a  whole  slew  of  documents,  charts,  and 
templates  on  his  laptop  and  other  such 
proprietary  information  and  delivered  the 
goods  to  the  CFO  of  the  Star  Tribune. 
E^P  obtained  the  transcripts  from  the 
trial,  and  after  poring  over 
them  found  that  one  of  the 
more  bizarre  aspects  to  this 
case  —  and  trust  me,  there 
were  many  —  related  to  anoth¬ 
er  issue:  Bidder’s  noncompete 
agreement,  which  existed 
when  he  was  publisher  of  the 
Pioneer  Press. 

Ridder  claims  it  had  been 
waived,  a  concession  he  re¬ 
quested  in  late  200.5  as  Knight 
Ridder  was  preparing  itself  for  a  sale.  One 
of  the  questions  presiding  Judge  Da\id  C. 
Higgs  must  determine  is  whether  that 
noncompete  is  valid. 

During  the  three  days  of  the  trial  in 
late  June,  Ridder  revealed  .some  astonish¬ 
ing  facts:  He  signed  the  noncompete  on 
April  19,  2004  —  but  didn’t  read  it  first. 
He  contemplated  letting  his  assistant 
Barbara  Cartalucca  shred  this  document 
at  her  home,  along  with  other  such  agree¬ 
ments  signed  by  Pi-Press  executives 


(some  of  whom  Ridder  wanted  to  hire  at 
the  Strib),  then  had  second  thoughts.  He 
even  chased  her  down  in  the  parking  lot 
to  retrieve  the  papers.  Luxe  isi  Or(ler-sty\e. 

Then  the  trial  veered  off  into  more  of  a 
family  drama.  The  defense  showed  a 
\ideo  deposition  of  Tony  Ridder,  the 
former  CEO  and  chairman 
of  Knight  Ridder.  He’s  also 
Par’s  father.  Whatever  your 
thoughts  about  the  elder 
Ridder,  you  have  to  feel  for 
the  man  for  being  put  in  such 
an  aw  kward  position. 

Tony  Ridder  said,  among 
other  things,  that  he  was 
unaware  of  noncompete 
agreements  at  Knight  Ridder. 
"To  the  best  of  my  knowledge, 

I  did  not  know  that  we  had  any  noncom¬ 
pete  agreements  am-where  in  Knight 
Ridder,  zero,”  he  stated  in  his  deposition. 
He  later  added  he  didn’t  believe  in  them: 
“We  don’t  own  the  serx  ices  of  people,  I 
mean,  they’re  not  slaves  of  Knight  Ridder, 
they’re  free  to  move.  That  has  always  been 
the  case." 

Besides,  he  claimed,  his  son  didn’t  need 
permission  from  Art  Brisbane,  then 
Knight  Bidder’s  senior  vice  president, 
or  any  other  executive  at  corporate  to 


deep-six  the  noncompete.  Par  had  testi¬ 
fied  that  Brisbane  gave  him  a  verbal  OK, 
but  Brisbane  was  uncertain  about  that. 

But  for  reasons  never  fully  explained.  Par 
had  the  pow  er  to  dissolve  the  agreement 
of  his  own  accord,  his  father  asserted. 

Tony  Bidder’s  deposition  caught  the 
attention  of  some  former  Knight  Ridder 
employees,  especially  one  former  top 
manager  at  the  Pioneer  Press.  Walker 
Lundy  served  as  the  paper’s  editor  from 
1990  to  2001,  and  later  became  editor  of 
Tbe  Philadelphia  Inquirer.  He  recalled 
that  in  the  late  1990s,  word  came  down 
that  all  corporate  division  directors  at  the 
Pi-Press  were  required  to  sign  noncom¬ 
pete  agreements.  “1  signed  mine,”  Lundy 
says.  “The  Star  Tribune  was  never  a  place 
I  considered  as  a  potential  employer.” 

Lundy  didn’t  think  much  of  it  until  he 
read  some  excerpts  from  the  trial,  and 
references  to  the  noncompete  jogged  his 
memorv’.  “I  have  exchanged  e-mails  with  a 
number  of  people  who  worked  at  St.  Paul 
and  Knight  Ridder,  and  they  were  aston¬ 
ished”  to  learn  that  Tony  didn’t  know 
about  the  noncompetes,  Lundy  says.  “It  is 
almost  beyond  belief.” 

In  his  eyes,  if  corporate  knew,  Ridder 
knew.  “He  was  not  a  hands-off  CEO,” 
Lundy  adds.  “It  was  verv’  surprising  for 
me  to  learn  all  these  noncompetes  were 
floating  around  and  he  knew  nothing.” 

Ei3P  contaeted  several  former  execu¬ 
tives  who  worked  for  some  of  Knight 
Bidder’s  former  properties.  No  one  recalls 
having  to  sign  a  noncompete  other  than 
those  working  in  St.  Paul. 

Although  he  can’t  recall  any  real  secrets 
at  the  paper,  Lundy  says  he  can’t  fathom 
Pi-Press  employees,  especially  the  pub¬ 
lisher,  high-tailing  it  to  Minneapolis. 

As  Lundy  frames  it,  “It’s  a  little  like  the 
president  of  South  Korea  going  to  be  the 
president  of  North  Korea.” 

But  those  were  gentler  times.  As  if 
people  in  the  newspaper  business  weren’t 
already  on  edge,  this  saga  has  surely 
touched  a  nerve.  As  Barbara  Cohen, 
president  of  Kannon  Consulting,  told 
me,  the  industrv’  is  under  so  much 
pressure  that  it’s  really  not  surprising 
that  cutthroat  behavior  has  seeped  into 
a  gentlemanly  atmosphere.  The  days 
of  loyaltv’,  even  to  one’s  family  legacy, 
are  obviously  over.  S 
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Introducing  the 

Donald  W.  Reynolds  National  Center 
for  Business  Journalism 
Academic  Calendar 


Fellowships  to 

Business  Journalism  Professors  Seminar 

Tempe,  Ariz.  January  7-10, 2008 
Learn  about  fellowships  at 
http://ivww.  businessjoumalism.  org/professorsseminar/ 


Student  Internships  in 
Business  Journalism  for  Summer  2008 

Publications  in  Boston,  Cleveland,  Milwaukee, 
Phoenix,  Salt  Lake  City  and  San  Jose 
Process  is  explained  at 

http://www.  businessjoumalism.  org/2008intemships/ 


University  Scholarships 
in  Business  Journalism 

Available  for  promising  students 
To  find  out  more,  go  to 

http://www.  businessjoumalism.  org/reymoldsscholarships/ 


'There  is  business  in  every  story.  Professors  and  students 
can  be  leaders  in  assuring  it  is  explained  welL  ” 
-Andrew  Leckey,  Director,  Reynolds  Center 


Donald  W.  Reynolds 

National  Center 
Business  Journalism 


Andrew  Ixckey,  Director 

andrew.leckey^businessjournalisni.org,  480-727^9 1 86 


Walter  Cronkite  School  of  Journansm  / 

and  Mass  Communication 
Arizona  State  University  , 

PO  Box  874702 
Tempe,  Ariz.  85287-4702 
http://www'.  BusinessJournaIisrh.org 

Funded  by  a  grant  from  the  Las  Vegas,  Nevada- 
based  Donald  W.  Reynolds  Foundation 
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At  Hearst,  our  newspapers  not 
only  share  a  long  history  with 
our  home  cities,  we  share  a 
strong  commitment  of  caring. 
Each  of  our  local  organizations 
contributes  to  its  community  by 
offering  special  features  both 
in-paper  and  online  as  well  as 
by  supporting  area  programs  with 
funding  and  volunteers. 

In  Houston,  the  Chronicle 
contributes  millions  of  dollars 


in  public  sei'vice  advertising  and 
sponsors  literacy  programs.  The 
Seattle  Post-Intelligencer  is  a 
cosponsor  of  the  annual  chamber 
music  festival.  The  Beaumont 
Enterprise  raises  funds  for  needy 
families  during  the  holidays  and 
the  Midland  Daily  News  supports 
local  United  Way  programs. 

These  are  just  a  few  examples  of 
how  our  newspapers  work  with 
and  for  our  communities. 


Our  newspapers  bring  more  to 
their  communities  than  just  news. 


HEARST  newspapers 
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